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Rough Proofs 


Teel, a liquid dentifrice, is now 
being promoted by Procter & Gam- 
ble. Maybe they will succeed in 
bringing back memories of the great 
days of Rubifoam. 


7 ©. © 


The Crude Rubber Association, 
formed to promote new uses for 
rubber, ought to be able to make a 
deal with the National League if it 
can invent a home-run ball. 


v¥seey? 


“We breed a mare to get a motor 
car,” advertises Farm Journal. 

But F. T. J. wonders publicly if 
there isn’t serious danger of mis- 
cegenation. 


oe 


Dale Remington says street rail- 
way companies need publicity. In 
other words, make less noise with 
the street cars and more with the 
advertising. 


a, Pe 


Now that the tobacco manufactur- 
ers are idealizing the masculine vir- 
tues of the pipe, you may expect 
most any day to see briars sported 
by fearless feminists. 


a FE, 


Simmons Bed, a case study re- 
veals, revolutionized the industry by 
talking about sleep. After twin 
beds came in, of course, something 
radical had to be done. 


a 


The Postoffice Department has 
Started a campaign to get more peo- 
ple to write letters. Jim Farley fin- 
ally got around to reading Jim Man- 
gan. 


To @ 


Pittsburgh, ADVERTISING AGE re- 
ports, lost $5,000,000 when the Pi- 
rates collapsed. And now Chicago 
sh ares Pittsburgh’s woe over the 
Pirate foldup. 


vvy 
Hint to hair tonic manufacturers: 
Why not develop a product which 
would taste as good as it smells? 
~~ = 2 
In popularizing bowling, Bruns- 
Balke-Collender made a strike 
w, hinting monopoly, the Federal 
cturer and the industry to split. 


7, a 


test the claim that the new slo- 


> oa 


e, it is suggested that you wait 
you've had two or maybe 


Ta 


_ 20Uungsters reveal preference for 


yrs my goods, reports Young 
Ame rica.” 
Hi-yo, Silver! 

vv 


Wright Patman’s anti-chain 
ro bill included baseball, sports 
‘NS would probably say, “Congress- 
you've got something there.” 


Copy Cus. 


-| throughout the country, 


im Chevrolet’s the Choice, is allit- | 


ACIDITY IN NEW ROLE 


E BITTER ? 


The answer is excess 
and the fault is not with 
the cultec burt with 


cottce make 


Excess acidity, no stranger to advertising 
copy, now makes its debut as a threat 
to coffee enjoyment, with Silex Company 
i the sponsor. inten on page 8.) 


Quaker Oats 
Puts Emphasis 
on Thiamin Appeal 


Health Theme Gets 
Spotlight in Drive for 
Hot Cereal 


Chicago, Oct. 13.—What Thiamin 
is and what it can accomplish for 
the human body emerges as the 
dominant note in the new campaign 
launched by Quaker Oats Company 
for Quaker Oats and Mother’s Oats 
on a budget which company spokes- 
men said had been confidently in- 
creased over last year’s. 

While a limited health and vita- 
min appeal has been used by Quak- 
er Oats in previous campaigns, the 
current effort is designed greatly to 
broaden and increase the emphasis 
placed upon these themes. 


Developed by AMA 


Thiamin, it was explained, is the 
name developed by the American 
Medical Association for vitamin 
B,. Copy asserts that it is essential 
to bodily health on five counts: Be- 
cause it nourishes and regulates the 
nerves, aids digestion, combats con- 
stipation and is necessary for nor- 


mal growth and normal heart 
| action. 
The American Weekly, Comic 


Weekly, This Week and newspapers, 
comic sections and _ rotogravure 
including 


= |the Metropolitan Group, will carry 
ie Commission asks the manu-| 


the Quaker Oats message. Two 
coast-to-coast NBC shows are al- 
ready in progress. These are the 


(Continues on Page 8) 


DIRECTORY OF FEATURES 
Ad-libbing 12 
28 
Coming Conventions 16 
Editorials .. . 12 
24 
22 


Basic Business Index 


Farm Paper Linage 
Getting Personal 


Information for Advertisers 12 
Obituaries . . 24 
—— Review of the 

Week . “a ae 
Rough Proofs elitism 
Voice of the Advertiser. 14 


| the 


Battle Lines Drawn as 
and Independents Map Strategy 


Death to Multiple Units, 
Patman Theme Before 
NARD 


(Other NARD convention stories on 
Pages 2, 20 and 29) 


Chicago, Oct. 11.—Virtually every 
economic woe which afflicts the 
United States, from the relief rolls 
to the marital 
troubles of Bar- 
bara Hutton, 
was. attributed 
to interstate 
chains today by 
Congressman 
Wright Patman, 
of Texas, in an 
address before 
the National As- 
sociation of Re- 
tail Druggists. 

Columbia 
Broadcasting 
System broadcast the speech of the 
dapper Representative, and_ the 
overflow audience, in response to 
exhortations from the chairman, 


Wright Patman 


outlets to distribute certain prod- 


ence Committee sent an urgent tele- 


dependent Grocers’ Alliance, a vol- 


| nois Unfair Sales Act. 


Grocers Protest 
U. S. Entry 
Into Retailing 


Chicago, Oct. 13.—Alarmed by a 
story appearing in today’s Chicago 
Tribune to the effect that the De- 
partment of Agriculture is consider- 
ing establishment of its own retail 


ucts to families on relief, the Na- 
tional Food and Grocery Confer- | 


gram to President Roosevelt asking 
that it be given a chance to discuss 
this measure with government of- 
ficials before it is put into effect. 
J. Frank Grimes, president of In- 


untary chain, and a member of the 
conference committee, made _ this 
announcement tonight at a meeting 
held to secure approval for an Illi- 
Though the 
committee has spent three years in 
drafting the model statute, no ac- 
tion was taken tonight, wholesalers 
expressing the view that present 


accorded him a noisy reception as | conditions are not propitious enough 


he went on the air. There was no 
stage management, however, in the 
thunder o fapplause which punctu- 
ated Patman’s concluding assertion 
that his anti-chain bill, HR 1; will 
be passed at the coming session of 
Congress. 


Burst Into Song 


After the Congressman’s address, 
the association indulged in a song- 
fest to the tune of “Three Blind 
Mice,” the lyrics being written 
especially for the occasion. The 
full text of this portion of the pro- 
gram appears on page 29 of this 
issue. 

The plump Congressman, resplen- 
dent in a light brown suit and red 
necktie, said he welcomed the chal- 
lenge of the Great Atlantic & Pacific 
Tea Company to clarify the issues 
in a public debate. A & P has 
misrepresented the facts, he as- 
serted, since his bill is designed 
only to prevent operation of inter- 

(Continued on Page 29) 


Last ] Minute New ews Fl shes 


to warrant immediate action. 

Mr. Grimes laid more stress on 
the government project than on the 
model law, asserting that the for- 
mer would alienate about one-third 
of the country’s families from the 
ken of the retail grocer. Further- 
more, if the grocery trade gets the 
idea that the government is going 


'to enter the retail business, buying 
| will dry up overnight, and the en- 


tire industry will go on a hand-to- 
mouth basis. 


How Plan Would Work 


The Tribune story said that Sec- 
retary Wallace has confirmed re- 
ports that the administration is 
planning to combine the relief and 
farm problems, “relief and low in- 
come consumers” buying through 
the Federal Surplus Commodities 
Corporation at prices below those 
prevailing in the regular market, 
with the government paying the 
difference. 

“In purchasing such products, the 

(Continued on Page 28) 


Broadcast Investigation Set for Nov. 14 
Washington, D. C., Oct. 14.—Postponement of the start of the broad- 


cast “monopoly” 


investigation from Oct. 24 to Nov. 


14, was announced 


today by FCC Chairman McNinch. At the same time, he appointed Wil- 
liam J. Dempsey as general counsel to succeed Hampson Gary. Mr. 
McNinch said he does not oppose newspaper ownership of radio sta- 
tions, except where there is only one paper and one station in a com- 


munity, thus “creating monopoly.” 


McCann-Erickson Continues as Gas Campaign Agency 

Atlantic City, Oct. 14.—The 20th annual convention of the Amer- 
ican Gas Association was brought to a close here today with the re- 
appointment of McCann-Erickson, New York, as agency in charge of 


The appropriation is $1,500,000. 
Page 13.) 


industry’s second three-year cooperative advertising campaign. 
(Additional details of the campaign on 


Idaho Advertising Fund Boosted 60 Per Cent 


Boise, Idaho, Oct. 14.—Idaho’s fruit and vegetable advertising com- 
mission will have $200,000 to spend this year instead of the $125,000 
originally planned. The increase is due to funds which accumulated 
during litigation which held up the state’s advertising for nearly a 


year. 


Potatoes will get about 85 per cent of the appropriation, with 


newspapers in 26 states carrying the bulk of the copy. Cline Adver- 
tising Service, Boise, and Botsford, Constantine & Gardner, Portland, 


Ore., share the account. 


Field Names Frey for Magazine and Radio 


Chicago, Oct. 


14.—Marshall Field & Co. has appointed Charles 
Daniel Frey Company to handle all national magazine and radio copy 


Chains 


Tell Public Social 
Services Rendered, 
Francisco Urges 


Chicago, Oct. 12.—The failure of 
big business to tell its story of so- 
cial service to the public has cre- 
ated a problem that will not be 
changed or alle- 
viated simply by 
a change of the 
political party in 
power, Don Fran- 
cisco, new presi- 
dent of Lord & 
Thomas, told the 
National Associ- 
ation of Food 
Chains at a 
luncheon meeting 
here Monday. 

Mr. Francisco, 
who directed 
the chain stores’ 
California campaign against legis- 
lation similar to that now contem- 
plated by Congressman Wright Pat- 
man, asserted that businesses deal- 
ing with the public can no longer 
classify themselves as strictly pri- 
vate and hope to escape the criti- 
cism of groups carrying the banner 
of “organized public opinion,” even 
though these groups are in reality 
but “militant minorities.” 

The failure of big business—in- 
cluding the chain stores—to tell its 
story of social service may be due 
in part, Mr. Francisco said, to its 
intense preoccupation in recent 
years with the creation of new and 
better products, development of 
mass production and improved dis- 
tribution techniques that make for 
better goods at lower prices to con- 
sumers. 


Don Francisco 


Consumers Bewildered 


Political and economic unrest 
throughout the world has imparted 
a sense of bewilderment to consum- 
mers here, Mr. Francisco said. 
These consumers, he added, are 
wiiling to follow new doctrines and 
new leaders because they are un- 
aware of what big business has 
actually accomplished. 

As an outgrowth of this feeling, 
many consumers question the vir- 
tues of the capitalist system. Their 
attitude toward this is wrapped up 
in their attitude toward the chain 
stores. 

Politicians, he asserted, have cul- 
tivated this feeling still more by 

(Continued on Page 29) 


250% Sales Rise 
Spurs Larger Drive 


for Texas Fruits 


Weslaco, Tex., Oct. 13.—As the 
result of a sales increase of more 
than 250 per cent last season, its 
first as a national advertiser, the 
Rio Grande Valley Citrus Exchange 
will expand its promotional pro- 
gram for Texsun and Tex-Maid 
grapefruit and oranges, it was an- 
nounced here today. Last season’s 
advertising in 18 major markets 
will be extended to 37 cities from 
coast to coast. 

Under the direction of Leche 
and Leche, Dallas agency, the fresh 
fruit campaign will utilize news- 
papers, outdoor, radio and point-of- 
sale aids. In March a second drive 
will be released in the same mar- 
kets in behalf of canned fruit 


. |juices. Magazines will be added then. 


a | te 7 i ne mgt a debe s at’ 
A . 
alae 
— | 7 
= iA i“ a 
i Rok: ie me 
ee | : 
x | | 
Ee g ? ) ee 
ga 
Ee rare | —— | 
ee — . . 
: . 
‘ PS 
Pe 
. ae i: 
= ee 
i _ 
6 en 4 : 
| a rz 4 
<_ = 
a i. 
| ee a 
— Lee SOC 
oe 
| : eae 


i, 
By 


2 


ADVERTISING AGE 


October 17, 19 


Price Structures 
of Manufacturers 
Under Scrutiny 


Must Pay for Their Dis- 
tribution, Says Drug Of- 
ficial 


Chicago, Oct. 11.—Serving warn- 
ing on manufacturers that “lip serv- 
ice to fair trade is not enough,” 
John W. Dargavel, general manager, 
National Association of Retail 
Druggists, told the 40th annual 
convention of that organization here 
today that not only distributors’ 
margins, but the entire selling price 
of nationally advertised products 
are being scrutinized by the retailer. 

In some cases, Mr. Dargavel as- 
serted, the minimum prices estab- 
lished by manufacturers do not per- 
mit a fair margin of profit to the 
dealer. In others, he said, manu- 
facturers have established “fictitious 
prices,” so that neither the retailer 
nor the consumer gets a fair deal. 

While the National Association of 


Retail Druggists faces the greatest 
fight in its history in prosecuting 
passage of the anti-chain bill spon- 
sored by Wright Patman, Texas 
representative, it must also battle 
to consolidate and hold positions 
already gained, said Mr. Dargavel, 
to the accompaniment of hearty 
applause from his audience. 


Want Law Strengthened 


Some manufacturers are circum- 
venting the spirit, if not the letter 
of the Robinson-Patman act, he 
said, indicating that amendments 
are needed to make that law fully 
effective from the retail druggist’s 
viewpoint. Equally as important as 
fair trade is “equalization of dis- 
counts,” which will place the re- 
tailer in a competitive position with 
large consumers, such as hospitals, 
and reduce the jobber’s remunera- 
tion, regarded as too robust. 

The association, Mr. Dargavel 
revealed, is also launching a na- 
tional fair trade survey to be con- 
ducted by Prof. H. J. Ostlund, of 
the University of Minnesota, under 
auspices of the Druggists’ Research 
Bureau. This will take the form 
of questionnaires to druggists, first 
in the Northwest, later throughout 
the country. Mr. Dargavel urged 
his members to give the most ac- 
curate information possible to the 
college, so that results of price 


BUICK EXECUTIVES AT PREVIEW 


Snapped at a recent Buick meeting: left to right, A. H. Belfie, director of mer- 
chandising; Arthur Kudner; W. F. Hufstader, vice-president and general sales 
manager; Harlow H. Curtice, president, and C. E. Chayne, chief engineer. 


maintenance from the viewpoint of 
consumer, retailer and manufac- 
turer may be fully disclosed. The 
prices will be weighted, so that an 
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Mural, "Uncle Sam," by George Gray, in the Hendrick Hudson Hotel, Troy 


Uncle Sam Needed Advertising 


Among Troy's leading men in 1812 was kindly Samuel Wilson, 
known to everybody as "Uncle Sam.'' During the Second War with 
England Samuel Wilson's slaughter house supplied the troops 
bivouacked at nearby Greenbush with thousands of barrels of beef. 
Each barrel Wilson marked "U. S.,"" meaning United States. But to 


the soldiers, many of whom knew Wilson, it was “Uncle Sam's" 


beef. 


The appellation was only known locally. "Uncle Sam" as the per- 
sonification of the United States wasn't getting very far in displacing 
the then popular "Uncle Jonathan." 


One day an army contractor, having purchased a quantity of 
meat in Troy, advertised that he had received a large supply of 
Uncle Sam's beef of a superior quality. Quickly the name "Uncle 


Sam" became the recognized designation of the United States. 


Whether it's beef, beer or bustles, use advertising in The Record 
Newspapers to make the name of your brand stand for the product 
in the minds of the more than 119,324 consumers who live within the 


3'/>-mile radius of Troy's A.B.C. City Zone. 


You tell “everybody” about your product through The Record 


Going to 
The Fair? 


We mean the 1939 
World's Fair in New York. 
Plan to stop off in Troy 
either going or coming. 
Many things of historic, 
economic and scenic inter- 
est to see in the Troy Area. 
Details are yours for the 
asking! 


Newspapers, Troy's sole dailies. Blanket coverage at only !2c per 
line makes Troy New York State's lowest cost major market! 
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ito thumb a free ride.” 


Inc., Newark. 


accurate view of the effect of fair 
trade is expected. 

As for the death sentence on 
chain organizations, Mr. Dargavel 
said that a tremendous amount of 
propaganda is being issued by chain 
store organizations to convince the 
druggists that they are fighting in 
a lost cause. Not only is this not 
true, he said, but Patman himself 
has assured him that if the NARD 
gives him the same amount of sup- 
port accorded to the Robinson-Pat- 
man bill, the new measure can be 
passed. 

Big Campaign Fund 

Mr. Dargavel gave the druggists 
a picture of the financial position of 
the association. While a surplus of 
$227,000 has been created during 
his five-year term, only $170,000 of 
this can be regarded as working 
capital, the remainder being tied up 
in non-liquid securities. Though 
the NARD paid salaries of $70,000 
in 1938, and spent an additional 
$155,000 on association activities, it 
was able to add $43,000 to its sur- 
plus. He said that the drug exhibit 
which is an annual feature of the 
convention is an important source 
of revenue, 130 exhibitors this year 


|paying $35,000 for the privilege. 


Mr. Dargavel said that the asso- 
ciation has embarked on a _ public 
relations program to counteract the 
propaganda of anti-fair trade or- 
ganizations. In addition, it has 
revived the Druggists’ Research 
Bureau. He said that socialization 
of medicine is a live issue and that 
the NARD must take a definite 
position. 

Most of his discourse, however, 
was devoted to the price mainte- 
nance situation. He said that op- 
posing forces are already launching 
repeal drives in states where legis- 
latures are soon to meet and that 
NARD would necessarily have to 
fight hard to hold its ground. 

“Fair trade will be taken away 
from us if we lessen our vigilance,” 
he asserted. 

Discussing the free flow of mer- 
chandise, Mr. Dargavel repeated his 
advice to members to cooperate with 
manufacturers according to the 
measure of their sincerity. 

“Manufacturers must realize that 
they must pay for distribution,” 
said he, indicating that too many 
who avow their allegiance to the 
cause publicly are merely “trying 
The manu- 
facturer who refuses to adjust his 
price structure to give the retailer 
a reasonable profit cannot expect 
loyal support from retailers. 


In spite of the confusion which | 


has followed in the wake of price 
maintenance, Mr. Dargavel said 
1938 was “the year of victory,” in 
which the association advised mem- 
bers to be patient in awaiting the 
full harvest of their triumph. 


Gets Crest Haven 
Crest Haven Memorial Park, Clif- 


| ton, N. J., has placed its advertising 


account with Koretz-Kopel Ideas, 


Cooperative 
Advertising Hit 
by Drug Group 


Chicago, Oct. 13.— Though mo. 
of the resolutions adopted at 4, 
close of today’s session of the Ng. 
tional Association of Retail Drug. 
gists dealt with fair trade, particy. 
larly tightening up and coordins. 
tion, the organization adopted som, 
ringing resolutions directed at othe, 
alleged evils, including the maga. 
zine service charge and cooperatiye 
advertising. 

The service charge, made ty 
news companies and wholesaler; 
varies according to the locality ang 
many other factors. The druggisi; 
regarded this charge as unfair ang 
reiterated their demand that it hp 
removed or reduced. 

The NARD also decided unani. 
mously to “vigorously oppose ¢. 
operative advertising as now maip. 
tained by most large drug manufae. 
turers” and again pledged aggres. 
sive efforts “to abate a practice 
which amounts to a substantial re. 
bate or price differential available 
only to chains and large proprie. 
tors.” 

Hit Argyrol Packaging 


The temper of the convention wa; 
indicated when it rejected a plea of 
the association’s legal counsel that 
a resolution charging A. C. Barnes 
Company, New York, with unfair 
methods in the packaging of Ar- 
gyrol be referred to a committee. 
The resolition was adopted by ac- 
claim. It stated that the packag- 
ing of Argyrol entails additional ex- 
pense by the pharmacist. The reso- 
lution also charged the manufac- 
turer with belittling the integrity 
of the pharmacists who are respons- 
ible for the number of crystals in 
the bottle. Finally, it criticised J 
Barnes for making its _ products 
available to the grocery trade. 


Another resolution said that 7 


wholesalers and manufacturers of 
drug products are falling into the 
habit of selling employes of other 
concerns, and urged them to de- 
sist. Still another recommended 
passage of a law making quantity 
limits on loss leaders illegal. In 
other words, the advertiser of a bar- 
gain on a nationally advertised 
brand would be forced to _ stock 
enough to fill the demand at the ad- 
vertised price. 

The association reaffirmed the 
stand of its executive committee 
taken Nov. 18, 1937, outlining the 
conditions under which combina- 
tion consumer deals are acceptable 
It condemned the practice of some 
manufacturers of shipping and bill- 
ing merchandise without authoriza- 
tion. 

The National Association of Re- 
tail Druggists also sees a threat in 
the practice of sampling the med- 
ical profession in standard size 
packages. A resolution adopted on 
this subject said that these samples 
are resold to outlets that resell at 
retail prices which are wholesale 
prices, and it called on the manage- 
ment of the association to take ap- 
propriate action. 


YES, HE FOUND FHE 
COULD COVER THE 
“ECONOMIC BUYING AND 
SPECIFYING POWER” 


OF THE ANNUAL 


2 BILLION DOLLAR 
HIGHWAY MARKET 


WITH ONE PUBLICATION 


ROADS xo STREETS 


A GILLETTE PUBLICATION -CHICAG! 
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ADVERTISING AGE 


8 To you, as advertisers, shouldn’t it still be deeply significant? Shouldn’t 


Fu, in childhood we learn there’s a right time and a wrong time 


to ask for what we want. 


Can we afford to forget the lesson now? 


it perhaps have bearing on the magazines in which to advertise? 


The moment a woman sits down with a copy of The American Home, 
she is in the mood to listen and respond to any message about products 


for her home. Without distraction from fiction. Without interrup- 


tion from articles foreign to the home theme. Her mind is open to 


food and furniture, bathroom needs and kitchen needs . . . everything 


related to home. 


You can perhaps reach some of our 1,300,000 families through more 


general magazines. But not in the same way. Not with the same atten- 


tion. Not with the same eager interest. Not with the same result. 


There is a right time and a wrong time to ask for what you want. 
If you want your prospects to buy something for their homes, sell it 
to them while they’re in the home mood... while they are reading ae | 
The American Home. a 


ERICAN 1 LOME 


sells the HOME-MARKET of America 
— 1,300,000 buyers for families. 
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biyhgt ye —— : | —— 
. | on the program are George B. Par- . + day as the National Association of president of the association. y, 
Crowell President | ker, editor in chief of the Scripps- | Food Chains View Food Chains closed its convention | Logan, who has been serving 
Howard Newspapers _ president of | here without taking any definite | executive vice-president, will dray, 
to Address the Four A’s; Allen L. Billingsley, | . e steps toward a group campaign. an undisclosed salary for his ful) 
‘ | vice-president o fthe Four A’s and| Public Relations as While the chain . executives time services. New vice-president, 
Four A Ss Conclave |president of Fuller & Smith & touched upon the public relations are Ford Bell, president of the Re 
Del Monte. Calif., Oct. 12. | Ross, and George Slocum, president — task pg = once — a Owl Stores, Minneapolis; F. uM 
Thomas H. Beck, president of |°f the Advertising Federation a d d | | k vee ¥ eae ait tie eauak hh. Kasch, vice-president of Jewel Te, 
Crowell Publishing Company, will | ee. ae n IVi ld as ite ie Manta Tea Company's Company, Barrington, IIl., and 4 
be one of the major speakers at the| Entertainment features will _ - deine sensimentative of te E. Butt, of the Butt Grocery Com. 

eanvention here Oct. 90-81 of the | clude a showing of the Four A’s J h L E| } d new wie » a ed that it had | 222% Harlingen, Tex. 
Pacific Coast Council of the Ameri- | film, “Peace, It’s Wonderful.” This | onn Logan ecre aioe _— Pre ge age . dvis-|, Imterest in the public relations 
can Association of Advertising| Will be under the direction of Au-| Paid President of ° ways vag by ee ae not | ‘28k was evidenced when the asso. 
Agencies, it was announced today. | 84St J. Bruhn. -— oe Ago Pes eee on otis ciation presented as a guest 
The somewhat mysterious title for | — Association ped pea ge oS speaker, Don Francisco, new presj. 
Mr. Beck’s address is “Burrowing | Now “Photography” cational campaign. dent of Lord & Thomas. Mr. Fran. 
Shrimps.” ne S iene tan' Chicago, Oct. 12.— Individual Choose New Officers cisco’s address is reported else. 

He is to be assisted by Dr. P. A.| . eg oe be gap ce ot op gg Powe rather than collective action will where in this issue. 

Pennypacker, D. S. F. R. S. Dr. | York bp Ean peg conn Mitte be the chain stores’ answer to the} It did however, make one pos- Others to address the convention, 
Pennypacker is to make “scientific | wi]] change its name to Better Pho-| Public relations problem confront-| sibly significant change in its set-|which was primarily a closed ses. 


demonstrations.” Other luminaries | tography. ing the industry, it appeared to-|up by electing John A. Logan|sion affair, included Andrew Duyp. 
; — — ——— =|can, now of Good Housekeeping 
. magazine but formerly advertising 
manager of the National Tea Com. 
pany, and Joseph B. Hall, Kroger 


ts? ; Grocery & Baking Company. 
You About Elephan | Omission of any plans for joint 
How Smart Are The : -action on the public relations task 


in no sense indicates an apathetic 
interest in the matter, a_ spokes. 
man for the association declared 
He explained this problem is of dj- 
verse character and magnitude for 


Whole Family 
|chains in various sections of the 
~ = country and that this is one of the 
Liked 7 his principal reasons advanced for sug- 


gesting that each organization dea] 
with the problem as it sees best. 


I oO Oo K | A&P Outside the Fold 


The A&P, incidentally, is not 
/and has never been a member of 

. the association although relations 
Picture Story |between the two are said to be 
|extremely cordial and the former 

‘has offered much cooperation on 

several of the producer consumer 


*- 
lephants are most inrere® 
Te many person? mnest of us rently hnow 


Cj raise? OO 


e wusks. True” L 


Only Male Elephant? 


er . They S eraat () veue? “How Smart Are You About Elephants” |campaigns staged by the associa- 
epnantn nine Ajricen cow's Wee than females. True” C) _— : ee 
Mop mane than 18 pounds CO! Ta ataghantn ore more Sanerres amen are most wey t9 Kill. The 19400200 for was shown to 287 men, women and children tion. 
ateme ris mate eteprant, “Wally” of ¢ S00 Te by ume oy eapnent teal alt circus ele by LOoK researchers, in advance of publi- ; A partial indication of the pub- 
soo, ulleg Srconers Males. 0" about 10 Mand shants come 170m cation. Eight other picture stories were pre- lic relations attitudes of chains of 
nese nee eta frenzie craning . : ‘ - re . sis . ac 
—? checked with it. Though these stories cov- oe ng was = by er 
: . . S report oO ce 
ered movies, social problems, fashions and nue at Oe ‘cianetins Seite 
other basic interests, the elephant feature ; - : 2 


four of these organizations said 
that they consider their advertis- 
ing work much more important 
now than it was ten years ago. 


topped the group in family appeal. Loox 
editors strive to put into every issue what 
researchers find families are most interested 


in. Reader surveys show that this kind of Twenty-nine are increasing their 
editing maintains family readership in Look use of newspaper copy, with a size- 
at high pitch from cover to cover. LooK able portion of this number also 
delivers the kind of family readership that revealing a coincidental increase in 
adds sales power to advertising and moves the use of institutional copy. All 
more merchandise per dollar invested. expressed favor with the producer- 


consumer campaigns, although 
pointing out that it is inadvisable 
to stage more than one of these at 
a time. All likewise predicted that 
interest in consumer advertising 
will continue to increase. ; 

Radio was foremost among the |) 
media added for promotional pur- 
poses during recent years. Spot 
announcements rank first in the use 
made of this medium, with insti- 
tutional advertising third. 

Mr. Hall, discussing “The Future 
of Super Market Merchandising,” 
indicated that, while self service is 
increasing, supers are not certain 
of gaining a lasting place in the 
food distribution picture. 

The final answer, he said, lies 
with Mrs. Consumer, rather than 
in any legislative attempts which 
might be made to hamper the dis- 
tributive efficiency of the super. — 
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Doctors in the making. Dr. Morris Fishbein, SALT LAKE 


Secretary of The American Medical Associa- 
tion and Medical Editor of Look, reveals an CITY 
authentic picture story of “The Life of an 
Intern” in the current issue. 
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ete . Labor 
——. RXK BOL 0 nisi’ Migrant 


3 Shows Decline 


of \ In California 
Below Value iiisocial Credit 
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: i *. Des Moines Advertisers Using the Monitor 
e Te a Amusements 1 Groceries a eae ta arene 8 
t = | d - Architects and Builders 3 Hardware Stores 2 
: aR Automobile Accessories 7 Heati d Plumbi Cc ns 6 
: = Local Advertisers oes. cane’ 
eS akeries Jewelers 3 
Sree e o — sot Cuties Shiees : Laundries, Cleansers and Dyers 6 
; “= Clothi Store: 8 Millineries 3 
" re in es Ol nes use a : : 2 Moving and Storage 1 
t Department Stores 2 Photographers 1 
' Electrical Stores 2 Printers and Engravers 1 
e . . Florist. 4 Restaurants 2 
Furniture Stores 5 Shoes 4 
e ri $ | a n Cc i e n ce Furriers 1 NS. og ki ceceaceves 3 
| : . 
= Monitor HAT do Des Moines advertisers who have used 
ZAR The Christian Science Monitor think of it as an 
5S advertising medium? 
Bae “There is no doubt that Monitor advertising is read 
ST 2 Sn] very carefully and that the response to it is considerabl 
nore BS El i pS = above the average,” wrote a Des Moines merchant, “judg- 
ing from the direct calls and specific references to our 
advertising which we have received.” 
= And this from another Des Moines advertiser: “We 
Since Soeeare ee think it only fair to write to tell you about how pleased we 
— are with the returns from our advertisement which ap- 
peared in the Magazine Section of The Christian Science 
Monitor. Orders have come to us from 24 states and 3 
THE Canadian provinces — all as a result of our Monitor 
CHRISTIAN SCIENCE MONITOR wae ll are not exceptional. If you are inter- 
A Daily Newspaper for All the Family ape rane e P Say y 
Pubes by Tetuiditibas Raniis Cdtabien Wushibi, dean: Mies th tk Satie ested in the advertising of a meritorious product or serv- 
ice, the Monitor has something unusual for.you. 
NEW YORK OFFICE: 500 Fifth Avenue 
OTHER BRANCH OFFICES: Chicego, Detroit, Miami, St. Louis, EE Ee Cnt SE GE Sipe aaa 
Konsos City, Son Francisco, Los Angcies, Seattle _. London, Paris, Geneva 
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Blackett Discloses 
Agency's Plan for 
Copy Testing 


Traces Advertising 
Knowledge to Five 
Basic Sources 


Chicago, Oct. 12.—Salient fea- 
tures of the copy checking system 
developed by Blackett-Sample- 
Hummert through a tabulation of 
results on billings aggregating $75,- 
000,000, and used during the past 
15 years, were revealed here last 
night by Hill Blackett, president of 
the agency, at the Chicago Feder- 
ated Advertising Club’s first meet- 
ing in its new lecture series. 

Mr. Blackett, originally scheduled 
to talk on “Careers in Advertising,” 
switched to the more mooted sub- 
ject and then took time out to de- 
liver some words of criticism to the 
“trade press.” 

“I do not willingly give them any 
right of publication,” he asserted, 
referring to his address last night 


REVEALS FORMULA 


Se am 


* 


oe 


SERS gee. 


» 
ae 


Hill Blackett, president of Blackett- 
Sample-Hummert, who disclosed his own 
copy-testing formula in an address to 
more than 1,000 advertising students. 


and indicating that it was presum- 
ably confidential, although he was 
heard by an audience of more than 
1,000, including many advertising 
neophytes. 


66 


4 


Terming the Townsend system 
“basically sound in theory,” he 
said, “I believe it represents some- 
thing that should always be kept 
alive in the advertising business.” 


Recalls Hopkins’ System 


The Townsend system, he added, 
is similar in nature to the plan used 
by Claude Hopkins some 22 years 
ago at Lord & Thomas. Mr. Black- 
ett worked with Mr. Hopkins at 
that time. 

“Mr. Hopkins had 15 points,” Mr. 
Blackett recalled. “To these I 
have added eight—so I’m still four 
down on the Townsends.”’ 

Nor was Mr. Hopkins content to 
merely compile and file his 15 
points, said Mr. Blackett. Instead, 
he listed each on a separate piece 
of paper, tacked them all above his 
desk each day and took them down 
at night. The business of putting 
them up each morning served to 
keep them constantly in his mind 
throughout the day. 

Results cannot be tabulated on all 
types of advertising, Mr. Blackett 
remarked, asserting, however, that 
“the outstanding defect of advertis- 
ing today is that most advertisers 
who cannot check their results do 
not follow the techniques of those 
who can and do check results.” 

All accurate knowledge of adver- 


New Agents Cash in 
on Cincinnati ‘Copy’ 

Cincinnati, Oct. 11.—Several 
gentlemen of ill repute, calling 
themselves “advertising agents,” 
have scored heavily in a test 
campaign here using blank 
checks as the sole medium, it 
was revealed today, with copy 
experts in more conservative 
offices frankly admitting amaze- 
ment at the quick results 
achieved by the novices. These 
checks, a case history on the 
campaign compiled by _ the 
Pinkerton Detective Agency re- 
veals, made use of brief, com- 
pelling copy such as “Pay to 
the order of Joe Dokes, etc.” 
Beautiful, statuesque blondes 
(also believed to be new en- 
trants in the advertising field) 
carried the checks to local 
banks and brought back re- 
turns to their employers. Reader 
interest in this copy soared to 
new heights when it was dis- 
covered that the signers had 
used names other than their 
own. The Pinkerton agency, us- 
ing newspaper copy here, has 
even gone so far as to infer 
that they were forgeries. Re- 
wards are offered for “infor- 
mation leading to the arrest 
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In covering a market, there’s no need pointing out 
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the importance of dominating the potential buying 


power. In Memphis, there is an acknowledged dom- 


inant station. That station is WMC, secure in its established position as the leading radio voice of the entire 


Mid-South. Carrying for years more national spot business than all other (3) Memphis radio stations com- 


bined, backed by the prestige and publicity push of the Commercial Appeal, WMC continues its growth 


and influence as the pioneer radio station of the Mid- 


South. It’s the choice of sales-minded executives and 


agency men who count results. 
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WMC 1S MEMPHIS Dominant 


HERES WHY 


RADIO STATION 


HE MID-SOUTHS Dominant $TATION 


NBCRED 


shows of the National Broadcasting 
Company. 


5,000 WATTS POWER 
entice Mid 
of the nation’s richest. 


THE ONLY COMPLETE 


South, with 3 
mentary stations and complete facilities 
fer transceibing. 


OWNED AND OPERATED BY 
THE COMMERCIAL APPEAL 
“The South's Greatest Newspaper” 


featuring the outstanding 


. covering and influencing the 
South trading territory, one 


radio station in the Mid- 
short wave supple- 


NATIONAL REPRESENTATIVE ; THE BRANHAM COMPANY 


etc.,” but to date, neither the 
copy experts nor the blondes 
have been located. 


tising results come from five 
sources, Mr. Blackett declared. 
These are the returns on mail order 
copy, retail store copy, the number 
of consumer inquiries from copy 
seeking such a response, compara- 
tive sales in different distribution 
areas (this test should be restricted 
to lower priced products) and house 
to house consumer inquiries. 

Blackett - Sample - Hummert’s 
checking system presumes that all 
merchandise is sold for one of four 
reasons: Price, quality, benefit or 
usage. Copy must utilize one or 
more of these reasons. 

Mr. Blackett emphasized that his 
remarks were restricted to the 
checks used by the agency on writ- 
ten copy only. He did not discuss 
layout, art work and other copy 
factors. 


Instinct Makes Them Buy 


Instinct, he said, is the motivat- 
ing factor on consumer purchases. 
Therefore, copy must appeal to one 
or more of these instincts: Nutritive, 
recreation, gregarious, sex, self- 
preservation. The gregarious in- 
stinct is strongest among men, while 
the sex instinct is strongest in 
women. 

He cited the “Breakfast of Cham- 
pions” theme used in copy for Gen- 
eral Mills’ Wheaties as a _ good 
example of appeal to the gregarious 
instinct in children. 

The system likewise assumes that 
very few products have outstanding 
intrinsic value and that copy must 
“translate what you have to sell in 
terms of what the buyer wants.” 

Mr. Blackett also commented 
upon the changing trend in the 
public’s reading habits. Copy aimed 
at the readers of one publication 
may be entirely unsuited to the 
readers of another and _ variant 
type of publication. “Construct 
your advertising,” he said, “so that 
it fits into the reading habits of 
the public.” 

Headlines are extremely impor- 
tant, he asserted. These headlines, 
he added, should contain four out 
of the five W's, newspaper parlance 
for the who, what, when, where, 
why technique of beginning a story. 

Omission of the fifth W, Mr. 
Blackett said, is useful in copy 
headlines because it serves to make 
the reader curious and to lead him 
into the copy. 

Headlines should also appeal to 
the selfish interest of the reader, he 
said. The name of the product is 
best omitted from the headline, he 
added. 

On this point, he commented on 
the changing trend in advertising, 


ae 


advertisements did nothing more 
than impress the name of the prod- 
uct upon the reader. 

This copy was successful then, he 
said, simply because there were far 
fewer products advertised. In many 
cases only one product in a specific 
field might be advertised. Thus 
when the consumer was asked 
“what kind he wanted” by the re. 
tailer, it was quite logical that this 
consumer would mention the one 
brand name with which he was 
familiar. 


Name Only a “Handle” 


Now, Mr. Blackett said, the brand 
name is only a “handle” and jg 
preferably mentioned at the bottom 
rather than the top of the copy. 
Copy must also be specific, he 
declared, and should make use of 
actual facts and figures whenever 
possible. 

One of the agency’s major check- 
ing points on radio continuity, he 
added, is that if—and he stressed 
this “if’—it has a basic idea, this 
should be put across three times in 
one commercial, if directed at 
adults, and five times if directed 
at children. 

Style points include simplicity— 
restriction of copy to one service or 
one idea rather than  several— 
naturalness, authority and warmth. 

And finally, Mr. Blackett said, all 
copy should be checked against 
previous copy for that product on 
which results have been tabulated, 


Chicago Marketers 
to Hear Townsend 


W. S. Townsend, president of 
Townsend & Townsend, New York, | 
will be a guest speaker Oct. 18 at 
a joint meeting of the Chicago 
chapter of the American Marketing 
Association and American Statisti- 
cal Association in the Stevens build- 
ing restaurant at 6:30 p. m. 

Mr. Townsend will discuss “The 


tising.” 


Local Loan 
Appoints Gorman 


Robert E. Gorman has been ap- | 
pointed advertising manager of the | 
Local Loan Company, national or- | 
ganization with headquarters 
Chicago. 

Mr. Gorman was formerly assist- 
ant advertising and sales promotion 
manager of Ditto, Inc., Chicago. 


Ga. finer labels 


with T & T Precision 


T & T labels are printed, em- 
bossed and dié cut in ONE 
operation. This remarkable 
Perfect-O-Cut process insures 
that even the most intricate 
designs are registered to a hair 
line, beautifully embossed and 
perfectly trimmed. It makes 
certain, too, that every label is 
clean cut, brilliant and power 
ful in sales appeal. 

Find out how much more ef- 
fective your labels and foil 
specialties can be when made 
with T & T precision. Mail this 
coupon for samples and 
prices. 


(The TABLET & TICKET co. 
1015 W. Adams St. Chicago, ML 
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ADVERTISING AGE 


The National Resources Committee report on 
incomes has opened many eyes to the very low 
income level on which the submerged third 
of the world’s most prosperous nation must 
live. The Bureau of Labor Statistics survey 
of Consumer Purchases has blasted once and 
for all the theory that those in the lower income 
groups constitute a primary market for adver- 
tised merchandise—proved what should hardly 
have needed proving: that the above average 
income families buy in volume so far out of 
proportion to their numbers that they consti- 


tute the really important American market. 


ONE-THIRD OF—AHFE*It rT Trot 
ILL-HOUSED, ILL-CLOTHED, ILL-FED 


Because Washington, D. C. is generally rec- 
ognized as America’s best market in terms of 
buying power, some have erroneously assumed 
that all Washingtonians are good prospects. 
No more so than all Americans. Washington, 
too, has its submerged third, ill-housed, ill- 
clad, ill-fed, unable to respond in profitable 
volume to advertising. Three years of analysis 
of the Washington market have located and 
defined for you the profitable and non-profit- 
able portions; three years of constant circula- 
tion growth in the profitable Washington mar- 
ket have made The Washington Post your best 
buy in Washington—delivering more worth- 
while customers per advertising dollar than 
any other Washington newspaper. 


The Washington Post 


WASHINGTON’S HOME NEWSPAPER 


OSBORN, SCOLARO, MEEKER & CO. 


FENGER - HALL: Pacific Coast 
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Quaker Oats 
Puts Emphasis 
on Thiamin Appeal 


(Continued from 
“Quaker Oats Party” 
Alone.” 

A recent full color 
American 


Page 1) 

and “Girl 
page in The 
Weekly, cited as typical 
in the company’s campaign, made a 
strong bid for reader attention with 
a bold three-line head, ‘“‘Nation Now 
Learns of Vitai Health Benefit, 
Yours in Daily Quaker Oats Break- 
fast.” 

Copy was centered on the page 
below this head and was surrounded 


by a variety of illustrations drama- 

tizing the Thiamin story and other | 

Quaker Oats selling points. 
Regular Use Urged 


| 

This advertisement 
the need for regular use 
product, with copy asserting, ‘Thia- 
min is not stored in the body, ac- 
cording to scientists. 
you should have it every day. For | 
it serves a purpose of utmost im- 
portance. Because it nourishes the 


also stressed |nerves 


NEW THEME FOR QUAKER OATS 


ADVERTISING AGE 


PROVED RICH I 


“THIAMIN”... A& Necessity tor Perfect Health! 


fens ames ea 
Gas ke wend ne Saw 
ee bmw 


N PRECIOUS N 


ee eee! 
- we Regier 
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AMERICAS POPGLAR 


Current copy for Quaker Oats features Thiamin, a food for nourishing the nerves, 
as a requirement for good health. 


functions, an 
Thiamin is a posi 


Therefore | for perfect health.” 
While Thiamin receives the chief 


stress, other feat 


Oats are not neglected. 


and because 
of the | such an important part in bodily 
adequate 


nerves play |clude its protein and iron content, 
its easy-to-serve attributes and the 
economical price. 

Copy scheduled for comic sections 
is similar in general technique, al- 
though it places somewhat more 
stress on an appeal to juveniles. 
This phase of the campaign will 


supply of 
tive requirement 


ures of Quaker 


These in- 


MAN IS A CURIOUS 


AN is naturally curious. 


He insists upon 


knowing what's going on a thousand miles 


away ... and right next door. 


Particularly is this 


true of those things which affect him most. 
And the automobile strikes very close to home! 


There are nearly as many automobiles in this 
country as there are families, and nearly everybody 
drives them. Small wonder, then, that news about 


the automotive industry—such as improvements in 
cars, employment and production—is of intense in- 
terest to banker, butcher, broker, brakeman! 


Right this minute, millions of people are consid- 


ering the purchase of a new car! 


Through all the years, the automotive industry 


has strived constantly for betterment. It has sought 


to make better cars for less money, 
jobs and more work. 


to provide more 


In fact, from 1900 through 


1937 the automotive and allied industries spent $84,- 


000,000,000 in salaries and wages! 
And where does the American 
news about automobiles? 


To the daily newspaper! 


citizen look for 
' 


ANIMAL! 


that only the daily newspapers 
give fresh, timely, complete, vital news about auto- 


For people know 


mobiles as well as live, timely news about every- 
thing else. 


That's why 43,000,000 copies are sold daily. 
That's why practically every make of automobile, 
new or used, is advertised in newspapers! 


Today, millions of eyes are on Detroit, looking 


for it to lead the nation back to prosperity. Motor | 


car manufacturers have recently spent more than 

($60,000,000 retooling plants for 1939 models. 
Thousands of men are going back to work. Every- 
where in Detroit there is optimism. 


The Detroit News is the KEY to this thriving 
area. It not only reaches 63% of all the Detroit 


| homes taking any newspaper regularly, but its cov- 


erage increases in the higher income groups. It is 
the “home newspaper,” with 76% of its city circula- 
tion home-delivered. Total 323,850 
weekdays; 385,090 Sundays. 


circulation, 


TH15,19.A-TERUBE STATEMENT 


New York: |. A. KLEIN, INC. 


The Detroit News 


THE HOME NEWSPAPER 


Chicago: J. E. LUTZ 


ie ; E Pi An. 


\inelude some mention of the Dionne 
quintuplets. The quints were heav- 
‘ily featured in previous campaigns 
| but have been relegated to a minor 
‘role for the present. 

| Still another phase of the cam- 
|paign will appear in rotogravure 
‘copy, a new departure for Quaker 
| Oats, and one which is expected to 
increase considerably the human 
interest appeal of company adver- 
| tising. 
A strong store merchandising 
|plan, including special displays, 
‘counter cards and the like, will 
accompany the national campaign. 


in charge. 


Expand Scope of 
N. W. Ayer & Son 


Media Department 


Philadelphia, Oct. 13.—The media 
| department of N. W. Ayer & Son 
| will hereafter assume responsibility 
for all phases of clients’ advertis- 
ing from the selection of media to 
the checking of copy in publications, 
H. A. Batten, president, announced 
today in disclosing details of a new 
organizational setup for the agency. 

A staff of 88 will make up the 
personnel of the new department, 
under the direction of Harris D. 
Bootman, who has supervised the 
expenditure of 
for some of the most important ac- 
counts in the country during his 
connection with Ayer. 
|of the department 
| selection, 


include media 
data development, pur- 


chasing, checking insertions, audit- | 


}ing and media filing. 
| Media 
by a board of nine, consisting of Mr. 
Bootman, Harry FE. Springmann 
| (newspapers), Clarence R. Palmer 
(magazines), Frank K. Esherick 


(trade and industrial publications), | 


| Leslie D. Farnath, G. Kirk Greiner, 
|Frederick L. VanLennep, A. P. 
| Williams and Harold L. Wilt. 

One of the unique features of the 
|checking process will be that actual 
_ copies of publications instead of 
tear sheets will be used to ascertain 
accuracy of copy, desirability of 
position and quality of reproduction. 
Payment will be authorized on the 

basis of the department's report, 
not on publishers’ bills. 

Mr. Batten expressed the belief 
that the new setup would result in 
greater economy and efficiency of 
operation. 


Lucas Speaks in Chicago 
George C. Lucas, executive secre- 
tary, National Publishers Associa- 


ness Papers Association at noon 
Oct. 17 at Marshall Field & Co., on 
“Some 


Vexing Publishing Prob- 
| lems. All members of the 
have been 
luncheon. 


Leaves WROK 


Lloyd C. Thomas has resigned as 
manager of Station WROK, Rock- 
| ford, Ill., to devote his entire time 
to his work as chairman of the Na- 
tional Committee of Independent 
Broadcasters. 


To Whipple & Black 


Vagabond Coach Mfg. Company, 
New Hudson, Mich., and Sterling 


met NPA 
invited to attend the 


Oyster Company, Detroit, have ap- | 


pointed Whipple & Black Advertis- 
|} ing Company, Detroit, to handle 
their accounts. 


Heiser with Lawson 

Stephen Heiser, formerly with 
Wesley Bowman and Underwood & 
Underwood, has joined the photo- 
|graphic staff of Lawson Studios. 
Chicago 


Randall in New York 


The Randall Company, Hartford 
agency, has opened a New York of- 
fice at 6 E. 45th street. Robert 
Dorfman, vice-president, will be in 
‘*harge 


Agency Adds Fried 

A. J. Fried, formerly with Brick- 
ner Advertising Agency, New York. 
has joined Jasper, Lynch & Fishel, 
Inc., New York agency, as account 
executive. 


Ruthrauff & Ryan is the agency | 


about $125,000,000 | 


Functions | 


selection will be handled | 


tion, will address the Chicago Busi- 
| 


Silex Campaign - 
Adds Weight to 
Coffee Sales Drive 


Proper Brewing |s 
Called Key to Full En. 
joyment 


(Picture on Page 1) 

Hartford, Conn., Oct. 11.—Tying 
in with the coffee industry’s half- 
million dollar drive which began 
Sept. 25, Silex Company has 
launched its most ambitious adver- 
tising campaign to promote its line 
of glass coffee makers. Copy is 
appearing currently in a list of 16 
national magazines, and insertions 
in 121 newspapers will start Oct. 23. 

Like the coffee roasters and grow- 
ers, Silex will attempt to break 
|down existing prejudices against 
the use of the beverage but in this 
case the technique will be to em- 
|phasize the importance of proper 
|brewing. “Bitter coffee?’ headlines 
|the Silex advertising. “The answer 
|is excess acid and the fault is not 
| with the coffee but with the coffee 
| maker.” 
By educating the consumer on the 
|importance of producing a palatable 
and digestible brew, and teaching 
him how to do it, Silex hopes to 
add a definite stimulus to the coffee 
market, which in turn will step up 
the company’s sales. 


New Features Offered 

As a preliminary to the new 
advertising campaign, the Silex line 
| was redesigned, with added features 
for efficiency and improved appear- 
ance. Included are a handle for 
the upper bowl, and an automatic 
control for electric models which 
keeps the brew at any desired tem- 
perature. 

Advertising, under the direction 
of J. M. Mathes, New York, will 
continue for the balance of the year, 
with the peak effort coming just 
| before the holidays. Insertions will 
|vary in size and frequency. Quar- 
|ter pages, half pages and full pages 
{in color will be used in magazines 
while newspaper space will average 
|about 250 lines. 

The magazine list includes 
American, American Home, The 
American Weekly, Better Homes & 
| Gardens, Collier’s, Country Gentle- 
|man, Good Housekeeping, House & 
Garden, House Beautiful, Ladies’ 
|Home Journal, McCall’s, The New 


| Yorker, Pictorial Review, The Sat- 
| urday Evening Post, True Story, 
‘and Woman’s Home Companion. 


| aa 


Gets Jewelers’Group 
| Grant & Wadsworth and CasmI, 
|Inc., New York, has been appointed 
| to direct the account of American 
Jewelers’ Protective Association, 
|New York. Newspapers and direct 
| mail will be used. David C. Cas- 
mir, vice-president, is account ex- 
ecutive. 


+PHOTOS 


@ Thousands of ready-to-use 


illustrations 


on al] supje¢ 
are available for your 1” 


tion. Write, wire or phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Ave. age” 
PHONE HARRISON 313 


106 West 43rd St., NEW york 


Phone Bryant 9-6682 . 
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ASSOCIATED WEEKLY (777 gf 


YOUR SALES BUDGET | 


@ Augelus 


SALT LAKE CITY, 


. as 460. Pan a ‘ % ns ue ah te meet 
’ ae ie r pre : RP AW: ais 
ys ats gi J ae y- itl pr aN wy 


* No four or yn cities: ‘lone. ‘wit balance weit: « fetal than do the combined cities of Los Angeles and San 
Western sales budget. There are eight other great oauonspe Francisco. 


in the vast area of these seven Pacific states that: are. eco. ‘nese eight cities boast average per capita sales of $514. 


nomic kingdoms unto themselves. These eight are billion’ ipsa this with the U. S. average of $270. Associated 
dollar markets . .. are stabilizing sales insurance for your 


pai ¢ 


Weekly readers buy more because they have more. They 
buy advertised brands because they prefer the extra value. 
Buy whatever medium you will to cover the other four West- 


whole western campaign . .. are exclusive markets of 
Associated Weekly. 


Two million people do their buying in the kingdom of Asso- _ern cities, but insure your sales quota by signing Associated 
ciated Weekly — two million people who buy more at Weekly to sell the rest of the West. 


te Associated Weekly makes your 
original plates free. You supply 
us only the artwork and type-set 


copy. This makes it easy for you 
to use Associated Weekly Color. 


OFFICES: NEW YORK , CHICAGO «. SAN FRANCISCO + LOS ANGELES 


ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 8 LEADING SUNDAY NEWSPAPERS 


SALT LAKE TRIBUNE LONG BEACH PRESS TELEGRAM SAN DIEGO UNION SACRAMENTO UNION 
OKANE SPOKESMAN - REVIEW ARIZONA REPUBLIC TACOMA NEWS.- TRIBUNE SAN BERNARDINO SUN 
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October 17, 193% 


Says Radio / Audience 
ls Ample for 
Newcomers, Too 


Future of Air Advertis- 
ing Studied by Agen- 
cies 
Washington, D. C., Oct. 11.—The 
prospective radio advertiser who 
shies away from purchasing radio 
time in competition with already es- 
tablished shows in the belief that 
none of the audience is left for him 
often overlooks a good bet, Jeffrey 
A. Abel, radio director of Henry J. 
Kaufman Advertising Agency, told 
the National Advertising Agency 
Network at its convention here last 
weekend. 


Big Enough for All 


Mr. Abel pictured the total radio 
audience as one “more than big 
enough” for all advertisers, empha- 
sizing this point by estimating that 
a mere one-eighth of this audience 
would fill every seat in all the na- 
tion’s motion picture theaters. 

His address highlighted a three- 


YORK “ADDRESSES FELLOW CRAFTSMEN 


Bill York, Hoffman & York, Milwaukee, as he addressed recent National Advertising 


Agency Network meeting on his favorite subject, copy. 


Others in the scene are, 


left to right, Stephen Smith and Jeffrey Abel, Henry J. Kaufman Advertising 
Agency, Washington; C. W. Jickling, Detroit, and John Flack, Flack Advertising 


Agency, 


day conclave devoted to all phases 
of agency activity and including 
several talks on the use of spot 
radio. 

Another convention feature was 
the exhibit of campaigns prepared 
by members of the association. 
Prize winners in the four groups 
were as follows: business paper 
campaign, Lee Ringer, Los Angeles: 
newspaper campaign, Henry J. 


Kaufman Advertising Agency; di- 
rect mail campaign, Ralph Dalton, 
magazine 


Troy, O., 


and general 


\ 


SACRAMENTO BEE 


FRESNO BEE 


Syracuse. 


campaign, Hoffman & York, Mil- 
waukee. 

Local as well as national advertis- 
ers, Mr. Abel said, may find that ra- 
dio advertising is far from useless 
even if the program meets such stiff 
competition as Charlie McCarthy, 
Kate Smith or Rudy Vallee. 

“The explanation,” he said, “is to 
be found in the net figures you get 
every time you ask the question 
‘How big is radio?’ 

“So many people, with so many 
different tastes in radio entertain- 


MODESTO BEE 


THE ON i WAY TO DAILY NEWS- 


PAPER CC 


— can't“ 


California without ade- 


sell” Northern 
quately covering the rich Inner 
California market...equally as 
important as the San Francisco- 
Oakland trading area. 


Inner California's “home news- 


| How United States Trading Areas 
Rankin Population and Retail Sales 


Rankin Rankin 
| Market Sales Population 
| NewYork. . . l l 
| Chicago . 2 
Philadelphia 3 3 

Los Angeles . 4 4 

Boston , 5 5 

Detroi . 6 6 
vl San Francisco 7 9 | 
| Pittsburgh 8 7 | 
St. Louis 9 8 | 
Twin Cities 10 11 | 
Cleveland 11 10 | 
Washington, D.C. 12 22 | 
Me sm 13 12 | 

Balumore 14 15 

Cincinnati 5 13 

| Buffalo .. 16 14 
INNER CALIFORNIA 17 18 | 

Providence . 18 16 

Kansas City 19 17 

, 


Portland (Ore. 20 


CALIFORNIA 


papers”, the three BEES... Sacra- 
mento Bee, Modesto Bee, Fresno 
Bee”. . 


tions reaching nearly 60% of Inner 


. offer combined circula- 


California families. No combi- 
nation of daily newspapers dis- 
tributed from other metropolitan 
centers can do the job! 


Merchandising Service 
The BEE NEWSPAPERS maintain 
a top rank merchandising service 
comparable to the best in the 
nation. For complete details write 
the Sacramento Bee. 


*Plus a Stockton Newspaper 


Only Complete Radio Coverage! 
80% of the radio families of Inner 
California ... which can not be cov- 


ered adequately by San Francisco or 


Los Angeles stations . . . listen regu 


larly to these MCCLATCHY STATIONS 


KFBK Sacramento + KWG Stocktor 


K MJ Fresno + KERN Bakersfel. 
KOH Reno, Nevada 


McClatchy Broadcasting Co. Stations 
represented nationally by the 
Paul H. Raymer Company 
New York Detroit ° 


- Chicago - San Francisco 


JAMES McCLATCHY PUBLISHING CO. 


Notione! Representatives 


O'MARA & ORMSBEE 


INC 
Detect 
LOS ANGELES 


NEW YORK - 
ATLANTA - 


CHICAGO «+ BOSTON - 
SAN FRANCISCO - 


| 


| ment, are listening that advertisers | 
today find more than. enough audi- | 
ence to go around. 

“Gross measurements of radio, and | 
other media as well, should not be| 
confused with net circulation. But 
a reminder of those gross measure- 
ments is all that is necessary if the 
idea should strike you that the air 
is getting too crowded.” 

Mr. Abel also assailed the theory 
that some products are “different” 
and thus not adaptable to radio ad- 
vertising. “What people generally 
mean when they say their product 
is ‘different’ is that there is some- 
thing about the distribution of that 
product or the selling behind it that 
is ‘different.’ 

“The objection is not leveled 
against any particular medium, so 
much as it is against advertising in 
general.” 

Radio’s secondary factor, as re- 
ferred to by Mr. Abel, is emphasized 
in statistics which show that there 
are 7,000,000 more radios in the 
United States than passenger auto- 
mobiles, and that there are more 
than twice as many radio equipped 
homes as telephone equipped homes. 

Greatest concentration of this ra- 
dio set ownership, he said, is in 
areas of densest population and 
among people with money. 

“Where there are active markets 
and economic prosperity, radio own- 
ership is almost universal. New 
York state, for example, has 98.6 per 
cent radio ownership. 

“A similar concentration is seen 
in a breakdown of ownership by in- 
come levels. In all urban homes 
with incomes of more than $5,000, 
radio ownership is 98.6 per cent. In 
urban homes with incomes under 
$2,000, it is 85 per cent.” 


Predicts Revenue Gain 


Mr. Abel predicted that gains in 
network advertising, regional and 
spot broadcasting revenues will all 
be larger for 1938 than they have 
ever been. 

“Over 275 of the 600 commercial 
stations are affiliated with coast to 
coast networks,’ he commented. 
“Advertisers bought time on these 
networks last year amounting to 
$59,671,204. Another’ impressive 
sum, $47,879,642, was spent during 
the same period on non-network 
advertising by both local and na- 
tional advertisers.” 

Radio circulation is not “free cir- 
culation,” Mr. Abel argued, disput- 
ing the contention that the Ameri- 
can public, in contrast to the British, 
gets its radio entertainment for 
nothing. 

“What the individual radio family 
pays for its entertainment is the 
highest annual subscription rate to 
any advertising medium,” he de- 
clared.. ‘Remember you can’t use a 
radio to freeze ice cubes or to wash 
the dishes. It is good for but one 
thing. And it costs an average of 
$50 to be replaced every five years 

“Last year the radio audience 
paid over $500,000,000 for new sets, 
over $175,000,000 for electric power 
to operate the sets, and over $160,- 
000,000 for tubes and other repairs. 
This breaks down to an average ex- 
penditure for the radio family of 
$30 in 1937. This, you will concede, 
is a somewhat stiff subscription 
rate.” 


Vautrain Leads Discussion 


Other convention § sessions, at- 
tended by more than 50 representa- 
tives of 25 agency members, in- 
cluded a discussion on the relation 
of art and copy to finished advertis- 
ing, led by Charles E. Vautrain, 
Holyoke, Mass., and John B. Flack, 
Syracuse, N. Y. Lynn W. Ellis, 
Westport Management Institute, 
conducted a session devoted to case 
histories of successful management 
projects, personnel training and 
preduction control. 

Sidney Garfinkel, of San Fran- 
cisco, gave a demonstration, com- 
plete with props, of “Selling a Radio 
Campaign.” Also featured on the 
program were A. O. Ambroz, of Ce- 


dar Rapids, Ia. who spoke on 
“Picking Your Spot Audience,” and | 
Hugo Wagenseil, of Dayton, O., 


whose subject was “How to Get Ra- 
dio Spot Announcement Business.” 
Lee Ringer, of Los Angeles, pinch 
hit for Norman W. Tolle, of San 


‘|Name Boston Agency 


Diego, Calif., reading his paper on 


—__—S 


PEACE IN FAMILY 


Ralph Dalton, Troy, O., 
of peace for Lynn W. Ellis, Westport 


lights the pipe 


Conn., management counselor, to prove 
that all's well in the National Advertis. 
ing Agency Network. 


—.. 
———— 


“Copy for Spot Announcements.” 
“How to Plan Radio Programs” was 
given by Harry G. Hoffman, of Mil. 
waukee. 


Detour to Jersey, 
State’s Advice 


to Fair Visitors 


Atlantic City, Oct. 11.—New Jer. 
sey’s state advertising appropriation 
of $100,000 will be used exclusively 
to divert New York World’s Fair 
travel to this sector in 1939, Rich- 
ard C. Maddux, who has just ac- 
cepted a $10,000 post as assistant 
director of the New Jersey Council, 
told the Atlantic City Hotel Sales 
Managers Association yesterday. He 
formerly served the New England 
Council. 

“New Jersey is in a strategic posi- 
tion to capitalize the tremendous | 
influx of visitors to the New York | 
fair,” he said. “All of our adver- t 
tising ammunition will be directed | 
at inducing a goodly number of the 
expected 50,000,000 fair tourists to © 
detour to Jersey. a 


Ph Vee ag 


Convenient Headquarters 


“We will urge them to visit Jer- 
sey, or better still, make it the 
headquarters from which they can 
sally forth to the fair at their con- 7 
venience. The slogan will be, ‘It’s 7 
just a step from the world of to- 
morrow to the vacationland of today 
—New Jersey.’ We expect some 
severe advertising competition as a 
matter of course, and we are pre- 
pared to meet it.” 

While awaiting arrival of the fair, 
New Jersey is having itself beauti- 
fied, Mr. Maddux said. Oil com- 
panies have been told to landscape 
their service stations and manufac- 
turers urged to improve their 
grounds. Hotels and_ restaurants | 
have been asked to revive and fea- 
ture typical New Jersey foods and 
recipes. 

The state appropriation is $100,- 
000. 


3 


Wood, Brown & Wood, Boston, 
has been appointed to handle the 
advertising of Peckett’s-On-Suga! 
Hill, Franconia, N. H.; The Tillman 


Survey Company, ‘Boston, and 
Harding Uniform & Regalia Com- 
pany, Boston. 


INTERNATIONAL 
PRINTING PAPERS 


— ot 


Ticonderoga Book 
Champlain Book 
Saratoga Book 


Saratoga Cover 


Lexington Offset 


Made by 
INTERNATIONAL 


PAPER COMPANY 


220 East 42nd Street 
NEW YORK, N. Y. 9 
BOSTON CHICAGO CLEVELAN 
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OCT. 17, 1938 


An advertisement addressed 
to odvertising agencies by 
the McGraw-Hill Publishing 
Company, Inc., New York, 
N.Y. — Offices in Atlanta 
_ Boston — Chicago — 
Clevelaid — Detroit — 
Philadelphia — San 

Francisco = 
St. Lovis, 


SEPTEMBER 
(90.6) 


AUGUST 
(85.8) 


JULY 
(81.6) 


JUNE 
(75.6) 
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REMEMBER LAST MAY? 


A WORD TO AGENCIES — whose clients 
have been waiting for the “fall”! 


INDUSTRIAL BUYERS TOLD US: 
“__awe expect to open up better in the fall.” 


WE THEN TOLD YOU: 
“—_business is picking up and will be good 


in the fall.” 


YOUR CLIENTS TOLD YOU: 
“business ought to be better in the fall 
—THEN we'll talk schedules with you.” 


Business HAS picked up— 


In spite of the “summer-slump” bugaboo—in spite of the fearful poker game in 
Europe—in spite of the line waiting for business to pick up— 


Fall IS here— 


Persistent advertisers have benefitted. 


and BUSINESS is here 


What time could be more opportune to dust off last May’s proposals to clients, 


and point them up in the light of BETTERED CONDITIONS. 


AIRPLANE PACKAGING 
Bigness of Ships Depends on 


Bigness of Business 


Like other businesses air transportation 
is confronted with the old packaging 
problem—how big should ships be built. 
From the economy point of view, the 
bigger the better, of course, providing 
percentage of passenger-occupancy re- 
mains the same. But the industry suf- 
fered a series of disastrous accidents 
two winters ago which didn’t help 
business and then zoomed into the re- 
cession in the summer of 1937, The 
packaging question seems to depend on 
how many people can be persuaded to 
fiy, and it seems to us that the art of 
public persuasion is advertising. BUSI- 
PGES WT in 654600000) 554s ene No, 1 


CUSTOM-BUILT VEGETABLES 


Growers are Packing 
to Go to Town 


lhe Vegetable Growers Association of 
America is composed of some 2000 state 
ind local associations. Their recent 
convention sent them home merchandis- 
ing minded. 

BUSINESS WEEK reports that a 
high spot of the deliberations was fit- 
‘ing the products to modern packaging 
methods and providing against damage 

ment, Growers are manifesting 

tin such current developments as 
ative dip, pre-cooling, freezing, 
¢ freezing, new packaging, smaller 
ers and all helps to saleability 
eing tested. A new market for such 
ets and a new merchandiser are in 
RUE s sc cttiwdaretasisnves No. 2 


MACHINES CREATE JOBS 


Food for PUBLIC 
RELATIONS Thinking 
“Af article in FACTORY for Septem- 
*r, entitled, “Foremen Should Know,” 
t how machines create jobs 
in population increases, 
n Census statistics, the author 
is points and concludes with 
‘atement, “That is the true pic- 
' the relation of machinery to 
ment. So if the wage earner's 


"S to machinery create a state 

n which the kibitzers can butt 

” harm of industry, whose fault 

.). ong those who must take the 
b tre the foremen, for they should 


~_. ‘he tacts of industry and be able 
one CS ON 2 5650b00keenunee No. 3 


NEW FOOD LAW 


How Immediate Action 
May Establish Standards 


Those in the food industries who desire 
to see official food standards adopted, 
or want to see present tentative stand- 
ards of the Joint Committee modified 
or repealed—are offered a new proce- 
dure under the new food law. A joint 
article by a food company president 
and a food law attorney in the Septem- 
ber issue of FOOD INDUSTRIES out- 
lines a legal and definite way to create 
standards for food products and have 
them tested by the courts......... No. 4 


TELEVISION 


Public Demand Sensed as for Com- 
bined Radio and Television Sets 


Important to tomorrow's advertising 
and marketing of television receivers 
is the report in RADIO RETAILING 
of National Union’s Marshall P. Wild- 
er. Returning from an extensive Eu- 
ropean study, he states that in Eng- 
land and probably throughout the 
world, radio may always be acknowl- 
edged the star performer for the mass 
of the public, who cannot concentrate 
on visual entertainment, however good, 
for more than an hour or two. On the 
other hand, they may play their radios 
from breakfast to bedtime as back- 
ground entertainment. British televi- 
sion receiver makers, merchandising 
such equipment through established 
retail channels for the past two years, 
have, following their experience with 
units comprising solely a picture and 
sound tract receiver, reached the con- 
clusion that sales volume may be ef- 
fectively swelled hereafter by includ- 
ing allwave radio receivers supplying 
conventional broadcast programs in 
the same cabinet. 

Mr. Wilder also discusses English 
and German technical developments 
in television tubes............. No. 5 


PAT PENDING 


A Discussion on the 
Patentability of Inventions 


Agencies which must frequently sit in 
sessions on the patent angle of a prod- 
uct will be enlightened in the series of 
articles “What is NOT Invention”— 
the fourth of which is in the September 
PRODUCT ENGINEERING. 
Following this a new series will 
begin, entitled ‘What IS Invention,” 
enumerating the positive rather than 
the negative aspects............. No. 6 


EYES WEST 
West is Pointing the Way in 
Chemical Process Industries 


With greatly expanded facilities for 
power generation and utilization, new- 
ly developed resources of mineral and 
agricultural materials, and a mounting 
market for chemical products and pro- 
cesses—the West is making an increas- 
ingly strong bid for national recogni- 
tion. 

The editor of CHEMICAL & 
METALLURGICAL ENGINEERING 
has fashioned a study of the industry 
as a result of a 7-weeks’ trip travelling 
11,000 miles in 25 states to visit 100 
plants and interviewing several hun- 
dred chemical engineers and executives 
TRONS. BIGNG sci cca veiessscds No. 7 


DOOR -TO - DOOR 
Selling Bus Service in 
Light of Market Study 


The Advertising Manager of the Mem- 
phis Street Railway believes that every 
bit of unprofitable selling or advertis- 
ing can be traced to the improper ap- 
plication or choice of sales method. So 
he has analyzed his market by door- 
to-door interviews . . . not by a blanket 
method but by a separate study of each 
route and by applying remedies to fit 
each route’s needs. Door-to-door selling 
is one of the most important phases of 
the company’s sales campaign which is 
fully described in a 3-page story in 
BUS TRANSPORTATION, available 
Or NS vccbbsdtnctetceresen No. 8 


INDUSTRIES FOR NORTHWEST 


Where East May Meet West— 
In Competition 


Booneville may be just one of those 
Dam projects to many people—but to 
the studious ones it may well be a 
threat to certain classes of sales. 

The September issue of ELECTRI- 
CAL WEST points out some facts that 
can’t be ignored and some fallacies 
that must not be accepted as facts, It 
gives a long list of products which can 
be manufactured, using Northwest raw 
material resources, with the factor of 
cheap power offsettig the factor of dis- 
tant markets. 

In the same issue, Bonneville Admin- 
istrator J. D. Ross visions intertying of 
all Federal power plants. In telling 
how this can be done he claims he can 
lay down Bonneville power in Chicago 
for 1/3 cent per kw.-Hr.......... No. 9 
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RAYON FOR MEN’S WEAR 


An Educational Job 
for 1939 Advertising 


A merchandising problem for next year 
is the question of overcoming the resis- 
tance as regards spun rayon’s accept- 
ance in men’s worsteds. Women, due 
to long-time promotion in the silk fab- 
ric field, now accept rayon in their 
worsteds, Men, however, still need 
much education on the point. The big 
problem, according to TEXTILE 
WORLD, is to build acceptance of the 
rayon idea among (a) worsted goods 
manufacturers specializing’ in men’s 
wear; and (b) the average American 
man, who still thinks primarily of wool 
in buying his suit or overcoat. For the 
story on expansion of this idea. .No. 10 


TEXTILES IN SOUTH AMERICA 


A Newly-Industrialized Continent 
Has Great Market Possibilities 


TEXTILE WORLD is featuring a 
series of articles on the textile indus- 
try in the more important countries of 
South America. Some of the statistics 
are startling. Argentina, for example, 
first in general business and second to 
Brazil in textile manufacture, imported 
$846,700 worth of textiles from the 
United States in 1936; BUT her total 
textile imports for that year amounted 
to over seventy-five million .dollars. 
Most of Argentina’s textile machinery 
is imported, and the country leans 
heavily on foreign trade generally. Big 
markets for Americans to think about. 
Pe DR sn Kesha cecdvaevenss No. 11 


CAPITALIZING ON ADVERTISING 


Novel Sales Force Contacts 


18,000 Prospects .. . Sells 6,000 


Sweeping behind the continuing adver- 
tising drive on I.E.S. Lamps, the Sioux 
City Gas & Electric Company organ- 
ized a sales force of 125 senior class 
high school boys to call on its 18,000 
customers. Each carried an I.E.S, lamp 
for demonstration—the calls being made 
in the evening at the rate of nine per 
night. The strategy behind the move, 
the tactics used and the returns show 
an interesting sales follow-up of an 
advertised product. 

Told in ELECTRICAL WORLD. No. 12 


DETROIT LIGHTS THE WAY — 


ELECTRICALLY 


The Great Automobile Shops 
Set Many Standards 


“Detroit shines — with electricity by 
night and hums with it by day.” Thus 
a statement from ELECTRICAL CON- 
TRACTING which in a symposium of 
articles in the September issue describes 
the multi-varied and advanced uses of 
electricity in the nation’s auto me- 
tropolis. Here, mass production tech- 
nique is at its peak, and the lifeblood 
that makes it possible flows through 
electrical arteries. The automobile manu- 
facturer has taken the human effort out 
of these operations, Significant, of 
course, is that this vital American in- 
dustry, through its own necessities, has 
set the electrical pace of the world. 
Many revolutionary items, now widely 
applied in the industrial wiring field, 
passed their first gruelling tests in the 
Detroit plants ... For a reprint of these 
articles ... , err 


336 West 42nd Street, New York, N. Y. 


McGRAW.-HILL PUBLISHING CO., INC. 
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MEET TECA 


To be Introduced to 
Misses America 


The Winter Wear possibilities of Teca, 
the new crimped spun acetate rayon 
yarn, offered by Tennessee Eastman 
Corp., are illustrated in this two-piece 
knitted suit says TEXTILE WORLD. 
In promoting the new yarn, the com- 
pany states that “Teca knits look like 
wool but feel like silk; do not crush, 
sag, stretch or shrink”.......... No. 14 


LAMPS FOR THE OIL OF AMERICA 


Better Lighting— 
Better After-Dark Business 


The average filling station operates on 
a 16 to 18-hour a day schedule. This 
calls for adequate artificial illumina- 
tion from the pump island to the work- 
shop for the number of services that 
the antomobile driver has learned to 
expect. But not only for working pur- 
poses is modern lighting needed, Keen 
competition prevails, Business follows 
light, ELECTRICAL CONTRACT- 
ING shows the many opportunities for 
America’s 200,000 filling stations to 
bring their lighting methods up-to-date 
and increase the volume of atter-dark 
Serer eer ee Pre No. 15 


PUBLIC RELATIONS 


for 22 Industries ...a 


HANDBOOK 
Ad-Men Can Use 


Get your personal copy to read —to 
have for reference—to put to work for 
your clients, 

The continuous editorial program on 
Public Relations is launched this month 
in all McGraw-Hill Publications, as 
multi-page colored inserts—each relat- 
ing to a specific branch of industry. 
These are to be collated into a single 
book 9” x 12”, more than 300 pages. 
They constitute the framework for pub- 
lic relations work, The edition is 
limited, $2.00 per copy........ No. 16 


Gentlemen: Without obligation, please send me full text on the items checked: 


[] No. 9. Industries for Northwest 
[] No. 10. Rayon for Men's Wear 
[] No. 11. Textiles in South America 
[) No. 12. Capitalizing on Advertising 
) No. 13. Detroit Lights the Way 
[] No. 14. Meet Teca 
[) No. 15. Lamps for the Oil of America 
(£1) No. 16. Public Relations, $2.00 
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Chain Stores Will Fight 


The newspaper advertising cam- ,ed by large business organizations. 
paign which is being presented by | The experience of the chains in 
the Great Atlantic & Pacific Tea | California, where they waged a suc- 
Company in defense of itself and | cessful campaign against a heavy 
the chain store idea of distribution |and perhaps confiscatory tax, sug- 
is the opening gun in the battle | gests that the public is interested 
which will be waged against the|more in its own welfare than in 
legislation proposed by Representa- | any abstract economic theories. If 
tive Wright Patman, whose anti-|the housewife is convinced that 
chain store bill will provide one of |chain stores reduce the cost of liv- 
the main controversies at the next|ing, the talk about protecting inde- 
session of Congress. pendent merchants, thus bolstering 

The A & P campaign is a worth- | community interests, is not likely to 
while contribution to the presenta-|be successful. If the chains provide 
tion of the chains’ side of the story.|the right human relationships, in 
Obviously it should not be allowed |terms of employes, customers and 
to be the only one, and it will not|the communities in which they are 


be. There is every indication that | located, their position will remain. | 
It would be a mistake, however, | 


the chains as an industry are pre- 
pared to make a broad-scale attack | to discount the strength of the 
against what seems to be the basic |movement represented by legisla- 
element in the discussion—that the |tive restriction of the chains. Fos- 
chains are big business and bad be-| tered by strong and well-organized 
cause they are big. |groups of independent merchants, 

It will be highly significant to all| who feel that the chains have an 
business to note the reaction to the | unfair advantage because of their 


defense of the chains as presented 
to the public. 
of Lord & Thomas, says that recent 
surveys by that agency have indi- 
cated that the public is not opposed 
to big business per se. Many poli- 
ticians, and in fact, the 
administration as a whole, have 
proceeded on the theory that big 
business is vulnerable in its public 
relations, and that political success 
can be won by appealing to those 
opposing economic power represent- 


Don Francisco, head 


national | 


| size, the movement has vitality and 
power which have already been 
demonstrated. The success of the 
first step in the attack, the enact- 
ment of the Robinson-Patman law, 
lhas encouraged the independents 
and their sponsors, like Congress- 
man Patman, to undertake the com- 
plete elimination of large chains. 
The chains must and will fight to 
preserve their existence. Their ex- 
perience will be a guide-post to all 
| business, particularly big business. 


Not for the ABC 


The current issue of an advertis- 
ing news-letter, distributed to a 
limited number of advertising and 
agency executives, contains a bris- 
tling attack on magazine subscrip- 
tions obtained through canvassers 
and asks what the Audit Bureau of 
Circulations is going to do about it. 
“Free But ABC” is the caption of 
the article, which reviews typical 


methods of high-pressure selling of | 


subscriptions through canvassers. 
We do not believe that this is a 
problem for the ABC at the present 
time, for the reason that we 
that the magazines are 
perfectly capable of applying what- 
evel 


are 
convinced 
controls are necessary 
tise! 
of subscription 
that the 
Some 


against illegitimate methods 
selling It is true 
System contains abuses 
of them are so flagrant that 
they are more important to 
from the standpoint of 
the loss of public good-will involved 
than because of 


magazines 


their significance 


for the | 
protection of the public and adver- | 


the | 


It is this 
resulted 


jin the circulation picture. 
sort of abuse which has 


nances restricting or 
canvassing. 

The publishers are not unaware 
of the seriousness of the situation, 
jand have given it consideration. 
| Out of their study of the problem 
|will undoubtedly come adequate 
| control, which will 
first of all protect the public from 
unscrupulous and near fraudulent 
solicitors, and second will give ad- 
vertisers assurance that 
tions obtained through canvassers 
may possess value equal to 
types of circulation. 

Inasmuch as the magazines them- 
selves are attacking the problem, it 
would be premature, it seems to us, 
for the ABC as an organization to 
consider it. The magazines are en- 
titled to a reasonable 
which to clean up what they them- 
| selves recognized as a 


spot in the industry picture 
\ 


measures of 


subscrip- 


have sore 


Reprinted by special permission of The 
by the Curtis Publishing Company 
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Just for Fun 
all, 
ball rolling, 
week that 


but 
we 
famous 


For no good reason at 


just to keep the 
this 


present 


The TURKEY MEN 


ee ee , 
YEARS YOUNG ° . 


a « 
teal will comme you 


@ POTATOES @ POULTRY 
THE PETER FOX SONS CO 


112) Pahew Marker One Phe MAR veer © to 


troupe of turkey men, The Nine 
Fox Brothers, shown without re- 
touching and with no foreign sub- 
stances added, just as they ap- 
peared in a half-page ad in a re- 
cent issue of The U. S. Egg and 
Poultry Magazine. 


One Night for Sparking 


Celebrating its 80th anniversary, 
Carson Pirie Scott & Co., Chicago 
department store and wholesaler, 
unearthed some intriguing rules for 
employes laid down in the early 
days of the company. Here are a 
few: 

Store must be open from 6 a. m. 
to 9 p. m. the year round. 

Store must not be opened on the 
Sabbath unless necessary, and then 
only for a few minutes. 

The employe who is in the habit 
of smoking Spanish cigars, being 
shaved at the barber’s, going to 


in the adoption of many local ordi- | 
i eke A 
prohibiting | 


other 


period in| 


dances and places of amusement 
| will surely give his employer rea- 
|son to be suspicious of his integrity 
and honesty. 


than $5 per year to the church and 
|must attend Sunday School regu- 
larly. 
| Men employes are given one 
jevening a week for courting and 
|two if they go to prayer meeting. 
After 14 hours of work in the 
store the leisure time should be 
spent most in reading. 


War Scare Flash Back 

The European war scare seemed 
dead and gone until today, when 
the Oct. 1 issue of The Newspaper 
World of London landed on our 
desk and brought it all back to the 
very immediate past. Here is that 
paper’s summary of what happened 
to advertising: 

“The 


crisis came, more severe 


and, generally speaking, there were 


extremely few cancellations until | ing “show-through” from the other|on the 36-county daytime and !” 


| Wednesday morning of this week. 


. . « Tune in again next week for the 
how the sword is removed safely.” 


Ad-lib 


Each employe must pay not less | 


Saturday Evening Post. Copyright, 1938, 


parlor-magic hour, when we'll describe 


b . 

ing 

Then, when the war seemed inevi- 
table, cancellations had to be made. 

“Immediately on the better news 
later in the day, however, the ma- 
jority of these cancellations were 
withdrawn, and on Thursday morn- 
ing managers of newspapers and 
periodicals found not only reinstate- 
ment orders on their desks, but 
many entirely new orders. 

“Thanks to the calmness and 
common sense of advertisers and 
agents, newspapers and periodicals 
have presented a comparatively 
normal appearance so far, but it 
was anticipated that next week’s 
issues would be very thin. It is now 
clear, however, that they will be 
again of normal, or indeed, better 
than normal, size. 

“The general opinion of managers 
was that the crisis-created slump 
was far less severe 
caused by previous such events in 
recent history as King George V’s 
death or the abdication.” 


Jottings 


First signs we've seen of the 
usual fall samples of agricultural 


crops in promotion pieces is the 
cotton boll sent out by the New 
Orleans Times - Picayune and 
States. 


“Every time I stay out late my 
eyes become crossed at about mid- 
night. What is the cause? Is there 
a cure for cross-eyedness of late 
hours?” queries a worried reader 
of a newspaper health column. 
Can’t some advertiser come to the 
rescue of this poor soul, to whom 
| the witching hour of midnight 
|}merely means a bad case of strabis- 
MET 2 4 

We vaguely recall a long-winded 
discussion in the Voice department 
of this paper about the use of 
|““Umph” and variations of it in copy. 
Wonder if that is what has brought 
Burrelle Clipping Bureau of New 
York one of its strangest requests— 
for all clips on “umph,” “omph,” and 
“uumph.”.. 

Cosmopolitan is supplying pros- 
pects with football score cards for 
charting the play-by-play reports 
of the games . 

The new campaign breaking this 
week in national magazines for 
Standard Accident Insurance Com- 
pany, Detroit, is the sort of thing 
that must keep an advertising man- 
ager awake nights—hoping, hoping 


brainchild appears in print, nothing 
will go wrong. Every layout in the 
series is more than half just nice 


than any since 1914, but advertisers | clean white space. An attention-get- | Station KTUL, offers some interes 
remained magnificently calm |ting device, no doubt, but what|ing business facts about the city © 


havoc can be wrought by a disturb- 


| side of the page... 


than those | 


—— 


Information 
for 
Advertisers 


The following documents may 
secured without charge from com. 
panies sponsoring them, or throug, 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agen, 
executive writing on his busine 
letterhead. 


No. 1415. How to Make a Radi 
Program Produce More Sales. 


National Broadcasting Compan) 
has issued this chart which present; 
56 methods that have been used 
merchandise radio programs t 
salesmen, dealers and consumers. 


No. 1416. Complete Coverage oj 
the Philadelphia Market. 


In this brochure, Station WFIL, 
Philadelphia, compares its coverage 
with that of its two principal com- 
petitors, WCAU and KYW, based on 
an engineering survey made by 
Paul Godley, radio consulting engi- 
neer. 


No. 1417. Detailed 
Analysis, June, 1938. 


This booklet, issued by MacLean 
Publishing Company, Toronto, gives 
a detailed distribution picture of 
the circulation of Chatelaine and 
Maclean’s Magazine. All cities. 
towns and villages which are listed 
in the plan used by the ABC in 
making its audits are included in 
the statement. 


Circulation 


No. 1399. Route 1 to New Car Sales. 

In this new brochure The Ameri- 
can Home not only drives home the 
fact that the automobile is funda- 
mental to suburban living, but 
offers figures to show that American 
Home families “have what it takes,” 


and are spending money for new 
cars. 


No. 1354. Los Angeles, Key to the 
Southern California Market. 


This study, issued by Los Angeles 
|Herald and Express, tells the mar- 
| ket story of this area, with analyses 
of population, sales and their dis- 
tribution, industry and commerce 
and other factors. Several pages 
illustrate the scope of the paper's 
merchandising and home economics 
cooperation and dealer contacts. 


No. 1378. Order Getting. 


In this brochure, McGraw - Hil! 
Publishing Company describes the 
McGraw-Hill Reference Service, 4 
group of six reference units, each 
covering a specific field, such 4s 
food, textiles, mining, etc., with data 
so arranged as to require a mini- 
mum of effort on the part of the 
men who specify and buy. 


No. 1409. Farm Income, 1938. 

Farm prospects are bright in 
Oklahoma and Texas, according « 
this bulletin issued by The Farmer- 
Stockman. In addition to detailed 
information on farm income in thesé 
states, the bulletin contains a table 
showing cash farm income by states 
and a map indicating per cent o 
change in cash receipts, over the 
country. 


No. 1397. Farmers Aren’t Hicks. 
Farmers today have tastes gener 

ally identical to those of urban au 

diences, according to this broadside 


that when his carefully conceived | 


issued by Radio Station WOW. The 
material summarizes a survey % 
station and program preference 
| made in all of Nebraska’s 93 cour 
ties—the number of intervie’ 
scaled in each county according “ 
population figures. 


No. 1404. KTUL-Tulsa Market Da 
This brochure, issued by Rad 


Tulsa, with complete market 4” 


| county night time listening are? 
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October 17, 1938 


ADVERTISING AGE 


Gas Campaign 
to Confinue for 
Three More Years 


Association Votes to 
Extend $500,000 Pro- 


motion Program 


Atlantic City, Oct. 11.—Another 
three-year campaign for the gas in- 
dustry will automatically follow 
when the present one expires July 
1, 1939, the American Gas Associa- 
tion decided at its 20th annual 
meeting here today. The official 
pronouncement was made by T. J. 
Strickler, of Kansas City, chairman 
of the national advertising commit- 
tee, who said the national appro- 
priation will be about $500,000 a 
year, with local tie-ups tripling the 
total. 

While the consumer campaign has 
enabled the industry to reverse de- 
clining sales curves, Merrill N. 
Davis, of Bradford, Pa., president 
of the Association of Gas Appli- 
ance and Equipment Manufacturers, 
warned that advertising alone can- 
not do the entire job, and that 
aggressive salesmanship is needed. 
The greatest single and immediate 
opportunity in sight is represented 
by the federal housing program. 

“Local housing authorities in 150 
American cities have received com- 
mitments from the U. S. Housing 
Authority,” said he. “Therefore 150 
opportunities await gas companies 
to join hands with equipment manu- 


facturers to insure installation of 
adequate gas facilities in these 
buildings. Our success or failure 


will materially affect the future of 


} our business. 


ee 


« 


“If we succeed, the community 
will know that gas was selected be- 
cause it is modern and economical. 
But if electricity is adopted, it is 
likely to decide that gas is old- 
fashioned. Even at the sacrifice of 
immediate profits, it is imperative 


) that we see to it that gas is used for 
) cooking, water heating, 


refrigera- 
tion and heating. And for the same 
our competition will go to 
almost any expense to get the busi- 


ness.” 


reasons, 


Education of Trade 


Mr. Davis said that the gas in- 
dustry is overlooking an opportun- 
ity in its failure to enlist the sup- 
port of retailers, including those in 
the department store and furniture 
field, as well as hardware and spe- 
cially appliance dealers. He as- 
serted that most of these retailers 
are daily becoming more electrical 
minded as a result of persistent 
sales training efforts by electrical 
appliance manufacturers. 

“The ratio was ten gas range 
sales to one electric range in 1933,” 
Mr. Davis continued. “During the 
last year it has been reduced to four 
to one.” 

The campaign of the American 
Gas Association, which for 1939 
will revolve largely around the 
Certified Performance gas range, 
will be financed, as heretofore, by 

n assessment of four cents on every 
uve gas meter. The tie-up be- 


‘ween magazine and newspaper | 
py | been so successful that it 
| also be continued. Every 
‘dvertisement which appears in 


me magazines will be issued 
members in mat form for dupli- 
n their local newspapers. 

7 in-Erickson, Inc., New 
‘OTK, is handling the consumer 
my and Ketchum, MacLeod 
Pittsburgh, is handling 
trial phase, using special- 
pers to reach many fields 


Gi e, 


Davis to Issue 
Meat Packers Guide 


> @nk N. Davis has formed Davis 
ns, Chicago, in the Daily 
i, to issue “The Annual 
‘ers Guide,” a reference 
book for the meat packing 


k will 


| Gillespie Named Head 


of Youngstown Club 


John P. Gillespie, 
manager of the First Federal Sav- 
ings & Loan Association, was elected 
president of the Youngstown Ad- 
vertising Club at a recent reorgani- 
zation meeting. 

The club will operate as an 
activity of the Youngstown Cham- 
ber of Commerce. 


Mercury Agency Formed 


Eli Cantor, formerly with PM 
Magazine, New York, and Jules 
Francis Segal, formerly with Cen- 
tral Advertising Service, New York, 
have formed Mercury Advertising 
Company with offices at 325 W. 37th 
street, New York. 


> 


Durjng the stormy 


Munich conference . . 


eat ls a part of operating | 


be published 


advertising | 


H ealth Appeal 
to Key Knox Drive 
in 43 Newspapers 


New York, Oct. 12.—Supplement- 
ing its current magazine advertis- 
ing, Knox Gelatine Company, 
Johnstown, N. Y., launched a cam- 
paign last week in 43 newspapers, 
based on a new health theme. The 
schedule calls for small space, once 
a week, for the balance of the year. 

“Consult your doctor as to the 
value of Knox gelatine in your 
diet,” the copy advises, and a cou- 
pon is used in connection with an 
offer of a free sample and a special 
booklet titled “Control Your Weight 


week preceding the historic 


. when it seemed the fuses of war 


were already a-light . . . independent research investigat- 


ors questioned groups of Employers & Executives, Office 


Workers, Students, Housewives . . . learned that 48% 


turned most frequently to KLZ for news—(50 percent 


more than to any other station!)—that more than 6 out 


of 10 were regular KLZ listeners.* 


In Denver, KLZ’s tradition of news leadership is well 


established . . . its habit of scooping other stations and 


newspapers has come to be expected. Naturally, in time 


of crisis, habit ruled—and Denver listened to KLZ.. . 


thrilled to Columbia’s epoch-making overseas coverage 


. to able handling by station newsmen of INS’s fast, 


accurate, outstanding reporting. 


This Happy Way.” In the maga- 
zine campaign, full pages are being 
used in Good Housekeeping, Ladies’ 
Home Journal, True Story and 
Woman’s Home Companion. Ken- 
yon & Eckhardt is the agency. 


Starts Photo-Service 


Gustavus Sickles, Jr., Newark, 
N. J., has announced a _ national 
field photo-report service for indus- 
trial marketers. Offices are located 
at 24 Commerce street. 


“White Collar” Appoints 


White Collar, East Aurora, N. Y., 
has appointed Oliver Associates, 
New York, as Eastern representa- 
tive. 


| Fruit Products 
Names J. M. Mathes 


Fruit Products Corporation, Belle- 
ville, N. J., has appointed J. M. 
Mathes, New York, to direct adver- 
tising of Astoria glaced fruits. 

Keith Babcock, formerly with 
McCann-Erickson and Young & Ru- 
bicam, New York, and Benita Wil- 
cox have joined the copy depart- 
ment of the agency. Miss Wilcox 
was formerly with Grey Advertis- 
ing Agency, New York. 


Schloss Promoted 


O. M. Schloss, for the past year 
and a half in the radio department 
of McCann-Erickson, New York, 
has been appointed space buyer of 
publication media. 


Denver Listened to KLZ for NEWS! 


Denver's marked, emphatic preference for KLZ news 


service over all other media is matched only by Denver’s 


marked, emphatic preference for KLZ in all other phases 


of programming . . . a fact astute advertisers continue to 


turn to profit every day. 


* Additional facts : To 9 out of 10 Denverites, threat of war overshadowed all other news in 
importance... More than 6 out of 10 considered Radio their basic news medium. 


KLZ 


CUVET 


CBS AFFILIATE—s560 KILOCYCLES 


AFFILIATED WITH WKY, OKLAHOMA CITY, 
AND THE OKLAHOMA PUBLISHING COMPANY 
REPRESENTED BY THE KATZ AGENCY, Inc. 
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ADVERTISING AGE 


Voice of the Advertiser 


Copywriting Whirl 
To the Editor: Lo, the ingenious | 
copywriter! Or is he merely in- | 
genuous? The enclosed ad certainly | 
stymied us for a minute. Then it 
tickled us so much we thought it| 
deserved to be passed along. 

As we figure it out, the inspired 
advertiser has got himself tangled 
up with “ingenuous” and “ingeni- | 
ous”—which mean the same thing | 
to him. And since “ingenuous” | 
also means “candid,’ the name 
Candid Campers promptly suggests 
itself as suitable for these ingenious 
camp chairs—besides being a play 
on the popular term, ‘‘candid cam- 
era.” At least, that’s how we ana- 
lyze his thought processes, which 
leave us slightly dizzy. 

Very clever of him—but we hope 
he will dig a little deeper into his 
New Standard Dictionary and find 
out what “ingenious” means. 

FREDERICK T. YATES, 

Wm. B. Remington, 


Springfield, Mass. 


Inc., 


. 2 | 


Neophyte’s Lament 


To the Editor: Gentlemen of the 
Advertising Fraternity, I seek your 
advice. You Captains of Industry | 
know that other captains will some | 
day replace you. So, you look for | 
those most capable. Young men | 
with brains. And service! 

Well, gentlemen, I’ve been read- | 
ing your articles on “How To Get 
A Job.” In the highly competitive 
field of job-hunting the words of 
you more experienced elders are to 
be heeded. “Pick the business | 
you're fitted for,” you have advised. 
“Pick the firm you can best serve.” | 
Another of your’ wise _ sayings. | 
And then, you stated, “Show these | 
firms you've got ability—guts! That 
you’re searching for new ways to 
bring bigger profits. More custom- | 
ers.” And any young man who did | 
all or part of the above was pretty | 
sure to land a job. Am I right? | 


Surely, you'll all agree. Well, gen- | he? Whose son is that one? 
tlemen—applesauce! Yes. Apple-| Gentlemen, my case lies before | 
sauce! Or boloney. |you. I’m sure there are plenty of 


All of us are ambitious. 
us want more pleasures. More lux- 
uries. More money. Me, too. 
That's why I aimed for a better 
job. So I planned—just as care- 
fully as you plan a sales or ad cam- 
paign—to satisfy these human 
weaknesses. I put together all the 
requirements you set up for job- 
hunting. Analyzed myself, built a 
background, etc. I was prepared to 


| 
| 


enter retail advertising. I want that | | “” b 
It will be my life. Then | 285 come 


business. 

I picked four stores. Research came 
next. More 

vassed. Armed with this survey I 


rode forth (via subway) to give 
service to these department stores. 

One store after 13 weeks of 
steady calls and ideas cannot find 
place for the type of young man 
you gentlemen extol as the perfect 
“job-seeker.”” (Perhaps it’s because 
I aimed for copywriter. An ad- 
mitted fact that I write good copy 
by ad managers.) The other stores 
replied similarly. Nothing doing. 

Any suggestions yet, gentlemen” 
Wait. Read a bit more. 

At a certain school I attended the 
instructor was vice-president in an 
agency. What he taught I learned 
at 16 when I ran my own business. 
The point, however, is this: 
though his agency was expanding 
and as v. p. and teacher he recog- 
nized my talent (he called me a 
copy-thinker) there were no open- 
ings—not even as office boy. 

Yet, executives cackle about the 
dearth of talented youths. Not 
enough really good material for 
the future. (Quick, Watson. The 
needle. Business needs another shot 
in the arm.) 

“Experienced ad men,” writes K 
M. Goode, “couldn't judge 
ads which sold most goods.” 
how in the world can these 
gentlemen judge young fellows 
They sit like Olympian Gods and 
decide about this chap and _ that 


those 
Then, 
Same 


This department is a reader's forum. 


Al- | 


TANGLED UP 


erchandise 
That Helps You 
GET READY 
FOR SUMMER! 


Th) 
TS, for porch and lawn, 
you can wll to resorts, hotels, 
beaches, boats, etc 


ANDID’ CAMPERS 


* “Ingenwous”—New Standard Dictionary 


Tucker's ingenuous Camp Furniture is 
t, yet substantially re 
fort, strength Juratility ew CAN 
DID CAMPERS fold compactly for carry 
ing and may be easily and 
up or folded 
nstance t No. 5 Stee 
"s ule for | tdeor us 
boating. hiking t tc A stu t 
wor! frame hinge extra 
oh kh pr wat 
The No. 6 Chair is the same as the No 5 Stool 


Camp 
Chairs dandy chair is useful for 


with the additic A a comfortable back. This jom- 


The New, Improved 


Beach B 


an sell plenty of 
, t Usef 


ack 


vow Beach 


—— 
7 Send for our 1938 catalog, if you haven't a copy. See the appropri 
ate summer merchan 


dise that will ready you for Summer Sales 


? Samples sent to responsible firme—to be returned, of kept as 
part of order 


TUCKER DUCK © 


‘i 


J & RUBBER CO. 
Dept. CEE 


Fort Smith, Arkansas 


Mr. Yates suggests that the writer of this 
copy consult the dictionary for the mean- 
ings of “ingenious and "ingenuous.” 


chap. Results? Whose nephew is 


All of | other young men who have followed 


your advice. We have offered tal- 
ent and service! Now, WHAT? 


Murray M. SPITZEr, 
Brooklyn, N. Y. 
v v v 
Worst Example 
To the Editor: After reading 


what our friend D. L. Carr of Erie, 
Pa., had to say about “the worst 
’ (ADVERTISING AGE, Oct. 
'3,) I couldn’t help but send you a 


than 225 homes can- | P@8® from a recent issue of Vogue. | 


I'm hoping that this doesn’t start 

a deluge of “worst examples” 

you must admit that Vanity Fair 

added considerably to the Tampax 
sales argument. 

W.L 

Publications, 


MILLER, 
Chicago. 


Capper 


< eine Beauly ¥ 


Lethe longer in 
Vanity Fair 


WHNEELAST 
CREPE CHIFFON 


VANITY FAT® StL MILLS, 


Letters are welcome. 


but | 


Grammar vs. Taxes 


To the Editor: In last week’s is- 
sue you published a photograph of a 
24-sheet poster which has been dis- 
played by us in Fort Worth as a part 
of a campaign by the city govern- 
ment to collect delinquent taxes. 

Enclosed is a letter from J. D. 
Stewart, of Fairmont, West Va., 
which seems to have been prompted 
by the publication of our photo- 
graph in ADVERTISING AGE. This let- 
ter is fairly typical of many hun- 

|dreds of communications received 
|by various individuals concerned 
with this campaign since it began. 

In view of the widespread interest 

caused by the grammatical error on 
the poster, the unusual angle of paid 
advertising being used to collect de- 
linquent taxes and the high degree 
of success which the campaign has 
achieved, we thought you might be 
interested in the letter from Mr. 
Stewart as a typical reaction to the 
poster and in our reply which is an 
explanation of the campaign and its 
results. 


DEWITT MORGAN, 
United Advertising Corporation 
of Texas, Fort Worth. 


[Editor’s Note: Mr. Stewart, who 
is advertising director of the Mo- 
nongahela West Penn Pubic Service 
Company, applauded the objective of 
the drive, but winced at the “Let’s 
You and I.” ‘“Let’s you and me im- 
prove the quality of diction found 
in advertising copy,” he said. Ap- 
parently, however, most of the tax- 
payers disregarded the grammatical 
misstep and responded to the plea. 
A sharp increase in tax collections, 
both current and delinquent, has 
been evident. For the week ended 
Oct. 8, for example, $699,000 was 
collected. And the campaign is still 
in progress. } 


| 
| 


YOU ACTUALLY DONT KNOW 


YOU RE WEARING IT 
\ ' " 
we he Bom ‘ res 
*. “i ! 
. 


READING. PA, 


hand 


URS., 


PREVIEW TVE.&WED, OCIA SS — 


Cooperation in 
an Emergency 

To the Editor: I read with inter- 
est in the Oct. 10 issue the story 
Competitors Drop Rivalry in East- 
ern Storm Emergency.” 

I think that it was an excellent 
story but in order to keep the rec- 
ords straight it occurred to me that 
you would like to know that TWA 
|did not reply in kind with a tribute 
to American Airlines, since both ads 
appeared simultaneously on _ the 
same day in the same newspapers. 

TWA is proud to have had a part 
in this evidence of cooperation by 
the airlines and we furnished nine 
TWA Skyliners for use in the 
emergency. Eastern Airlines fur- 
nished three ships and United Air 
Lines furnished one ship. 


J. C. ROBERTS, 
Advertising Manager, Trans- 
continental & Western Air, 
Inc., Kansas City. 


| Hails Truth Movement 


To the Editor: Reform is indeed 
rampant these days. 

Even the night clubs are suc. 
cumbing to the truth-in-advertising 
movement. 

J. F. Ross, 

Advertising Manager, Palmer 

Asbestos & Rubber Corporation, 

Chicago. 
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Makeup Man’s Humor 


To the Editor: Congrats to you 
makeup man, who has a wonderfu 
sense of humor—or didn’t he no- 
tice? 

I refer to pages four and five of 
the Oct. 10 
AcE where I find that the 
(Look’s) is placed directly oppo- 
site the culprit on page five. 

Most appropriate, I think. 

WARREN F. RANDOLPH, 

McGraw-Hill Publishing Com- 

pany, Detroit. 
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gas and oil, tires, spark plugs, etc. 
REFRIGERATORS -— 63% own mechanical refrigerators. 
VACUUM CLEANERS— 65% own vacuum cleaners. 
WASHING MACHINES — 52% own washing machines. 


HOME IMPROVEMENTS—71% cither made im- 
provements in the past year or plan to make them in the 
coming year: Painting — Papering — New House Furnish- 


‘i Titegad ine — Roofing — Heating — Plumbing — etc. 
FOOD, CLOTHING, INSURANCE, etc. These and 
other essentials are all included in the Legionnaires 
budget. How big is that budget? ... 
24 BILLION DOLLARS ... THAT’S LEGIONPOWER! 


Legionpower facts are now available in complete form i" 
Ross Federal Research Report, May 31, 1938, Write © 
Fred. L. Maguire, Advertising Director, for a copy- 


The cAmerican 


MAGAZINE 


9 ROCKEFELLER PLAZA, 


Want a Market that 
BUYSP 


AUTOMOBILES — 80% of our 916,448 Legionnaires 
own automobiles. 77% of the automobiles were bought 
NEW. Legionnaires also purchase millions of gallons of 
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ADVERTISING AGE 


Strained Relations 
Between Press 


and Radio Deplored 


Improved Promotion 
Technique Suggested 
to Newspapers 


New York, Oct. 11.—Conflict be- 
tween newspapers and radio is both 
unnecessary and unwise, Ira Hirsch- 
mann, former vice-president of 
Saks-Fifth Avenue, told members 


ONE HIT, NO ERRORS 


—_—_ 


Pullin SAV8: DARTMOUTH 30-PRINCETON 6 bal 


+++ but you can always bet on 
10 YEAR OLD SPEY-ROYAL 


The difference between 10-YEAR-OLD CILBEY'S SPEY ROYAL 
and younger Scouch Whiskies is in the taste — not the price. 


GILBEYS S; 


BLENDED SCOTCH WHISKY - DISTILLED IN SCOTLAND 
. Diartbeters 


C. Wiliams & Co. ine. New York - 


Gilbey Football 


Predictions Off 
to Sizzling Start _ 


New York, Oct. 11.—Reviving the | 
novel sports-page promotion used a | 
year ago, R. C. Williams & Co. is 
currently using football prognosti- 
cations as a copy theme in support | 
of Gilbey’s Spey-Royal whisky. 
The insertions appear in metropoli- | 
tan newspapers each Friday during | 
the gridiron season. 

Willard Mullin, World-Telegram 
sports cartoonist, does the artwork 
and makes the predictions. The 
first in the 1938 series appeared 
Oct. 7, with the headline: “Mullin 


says Dartmouth 30—Princeton 6... 
but you can always bet on 10-year- 
old Spey-Royal.” (Editor’s Note: 
The actual score of the game was 
Dartmouth 22, Princeton 6.) 

Each week the cartoonist guesses 
the score of a prominent game in 
this vicinity, with the artwork de- 
picting the symbolical characters 
which represent each college sam- 
pling the whisky. The Dartmouth 
“Indian” and the Princeton ‘“Tiger”’ 
were the  standard-bearers  por- 
trayed in the first insertion. 


Accuracy Not Important 
Officials of Bermingham, Castle- 
man & Pierce, Inc., the Gilbey 
agency, insist that Mullin’s predic- 
tions do not have to be close since 
the bet is on the whisky and not 


| 


|record last season. 


|the score. Nevertheless, the car- 
|}toonist compiled a commendable 
He guessed that 
Fordham would beat Purdue 20 to 3, 
jand the actual result was Fordham 
|21, Purdue 3. He chose an under- 
dog Harvard eleven as a 13 to 9 
victor over Yale. The result was 
Harvard 13, Yale 6, and an Eli field 
goal effort which would have made 
the prediction perfect hit the cross 
bar and missed. 


Plan Chain Directory 


The 1938 Equipment and Con- 
struction Directory will be issued 
Nov. 1 by Chain Store Age, New 
York, and will reach equipment 
buyers and store construction ex- 
ecutives in leading chain _ store 
fields. 


Copy used for Gilbey's whisky. 
of the New York Newspaper Promo- a oe 


tion Group at a meeting in the Ad- : ;' 

vertising Club last week. Instead of 
attacking the broadcasting compa- 
nies, publishers would do well to 
work with them, watch their tech- 
nique and learn their tricks, he said. 

The possessor of many years of 
experience in buying advertising, 
Mr. Hirschmann described himself 
as having “spent more money, and 
wasted more money, on advertising, 
than any man I know.” He de- 
clared that newspapers have been 
woefully remiss in promoting them- 
selves to the public and to adver- 
tisers, and pointed out that they 
2 have allowed themselves to be 
placed on the defensive, without 
any apparent reason. 

“Newspapers are on the defensive 
where radio is concerned,” he said. 
“It is true that radio has taken busi- 
ness away from newspapers, but on 
the other hand it has created large 
quantities of new business, not only 
in developing new products but in) 
helping break down sales resistance 
and thus increasing markets. That 
newspapers have not capitalized the 
situation is unfortunate. Broadcast- 
NG J ing is full of new people, with fresh 
and viewpoints. Publishers 
0- should be working with them, rather 
than fighting with them.” 


Lauds Radio Promotion 


Radio, the speaker said, has done 
an exceptionally fine job of promo- 
tion from which publishers might 
well take an example. 

7 “No matter how good your prop- 
erty is,” he said, “you can’t sit on 
The better you are, the more 
you have to fight for business. You | 
must find new ways of selling your | 
medium. I believe that the use of 
statistical promotion, charts and 
graphs, is finished. Mass circulation 
appeal has lost its force. Along that 
line you cannot possibly compete 
with radio. Today your story is not 
in numbers of readers, but who they 
are, where they live, and what their 
habits are.” 
” Of radio’s future, Mr. Hirschmann 
predicted that much further growth 
could not be expected. “The honey- 
of moon of radio is over,” he said, “and 
if it hasn’t reached its zenith, it is 
near to it in upeurve of business.” 
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out te ahs» be aes 


. Sees Color a Factor 


Regarding the future of news- 


papers, he predicted that color ve 
. Printing would be developed and 
become an important factor. Fea- 
" ‘ures, such as rotogravure and busi- 
hess pages, should be more inten- 
he sively promoted and_ capitalized 
h- from an advertising standpoint, he 


He suggested the formation of a 


ie 
A 


d joint re search agency by newspaper 
publishers to work out scientific im- 
es provements, such as color printing, 

‘hich would improve the medium F 

‘ Whole, and strengthen its com- a 

2! petitive position in relation to other 7 


to “Dealer” Lists Weeks 


Sporting Goods Dealer, St. Louis, | 
' the dates for the following 
Cla weeks which it sponsors: 
: | Baseball Week, April 1-8, 

: “ishermen’s Week, April 22- 
-.' ‘ational Golf Week, April 20-| 

y and National Tennis Week, 
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Detailed Survey on Request 


... because the news is important to them. 


Gladwin with “Time” 
E] Gladwin, 


formerly with ae 


Good 


x Cos 
3 taff of 


Housekeeping and Donahue 
has joined the advertising | 
Time, New York. 
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Gamble and Harn 
on Inland Program 


During ABC Week 


Chicago, Oct. 13.—E. Ross Gam- 
ble, media director of Leo Burnett 
Company, Chicago agency, and O.C. 
Harn, managing director, Audit Bu- 
reau of Circulations, will indulge in 


some extra-curricular activities ; ee Sherman, Chicago. 
during ABC Week in Chicago by |SUbject to the jurisdiction of the Oct. 19. Annual meeting, Agri. 
addressing the Inland Daily Press National Labor Relations Board. cultural Publishers Association. 


Association’s convention at the 
Hotel Sherman Oct. 18-19. Mr. 
Gamble is a director of the ABC. 

Franklyn Bliss Snyder, dean of 
faculties and _ vice-president of 
Northwestern University, will be 
guest speaker at the Inland luncheon 
Tuesday. His subject will be “The 
Newspaper and the University— 
Their Common Task.” 


newspaper circulations by use of | 


— 


ANSWER JOB HUNTERS' QUERIES 


maps on publishers’ statements will | 


ibe aired at the Inland convention. 


members are chiefly concerned at 
the moment with interpretation of 
the wage and hour law. Recent 
court decisions have indicated that 
a local newspaper company which 
obtains a substantial portion of its 
information, advertisements and 
raw materials through instrumen- 
talities of interstate commerce is 


The Supreme Court of the United 
States will probably be asked to 
pass on this ruling. In the mean- 
time, the publishers are devoting 
much discussion to its significance 
and effect. 


Hassler Leaves Victor 


Charles E. Hassler, formerly ad- 
vertising manager of Victor Adding 


—_. 


Coming 
Conventions 


Oct. 17-18. Fall convention, News. 
paper Advertising Executives Asso. 
ciation, Hotel La Salle, Chicago. 

Oct. 18-19. Fall convention, Ip. 
land Daily Press Association, Hote} 


Hotel Stevens, Chicago. 

Oct. 19. Fall conference, Asso. 
ciated Business Papers, Inc., Union 
League Club, Chicago. 

Oct. 20-21. Meeting of the Pa. 
cific Council, American Association 
of Advertising Agencies, Del Monte. 
Calif. 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 


H. H. Kynett, Aitken-Kynett | Machine Company, Chicago, has : Cct. 28-29. Annual convention, ; 
Company, Philadelphia, also a di- been appointed advertising manager ee Tenth District, Advertising Federa- nu 
rector of the Audit Bureau, will Sat thicen tee Mfg. Company, 7 - ao; 2 aa Tex. ke 

> ‘ i i ’ , . 30-Nov. 3. nnual conven- ; 
speak Wednesday oe Ie FS —— Clara Belle Thompson (left) and Margaret Wise, ex-Philadelphia copywriters, look Ricage s , a - 
symposium on relations between tion, Financial Advertisers Associa. m 
ympo Pi Set 1939 Dates over the second edition of their new book telling how they obtained 50 jobs in a ti Fort Worth, T 
the advertising agency and the ‘ —- tour of 13 cities in an effort to banish the “Over 40" bugaboo. lon, For ort, ex. : sit 
newspaper. Col. LeRoy W. Herron, The International Association of ie a é _ Nov. 5-6. Midwest Intercity Con- at 
advertising director of the Wash- | Pilon Me” al aa aston, New ference of Women's Advertising I 
ington Star, will speak at the same] yo. June 25-29. C. A. Treber KSFD Names Raymer Hearst Station in Clubs, St. Louis. 
meeting. ; Ce tie ah . ™ eee Nov. 14-16. Annual convention, 

; ie General Electric Company, New KSFD, San Diego, has named Paul Life Ad ti ys iati A 
While the proposal to indicate | York, is convention chairman. Raymer Company as representative. New York Sold ed vertisers /\ssociation, At- 


lantic City. 


7 ; Dec. 27-30. Annual convention, pe 
to Milton Biow American Marketing Association, J) © 
New York, Oct. 11.—Severance of | petroit. Di 


another unit from the Hearst radio 
chain was revealed here today with 


the sale of Station WINS to Milton $1 00,000 Campaign | fo 


Biow, president of The Biow Com- 


pany, advertising agency. Mr. Biow for San Antonio tit 
will take over control as soon as the ha 
Federal Communications Commis- Gets Under Way § to 
ey "Kr “en president of San Antonio, Oct. 12.—This city's : 
WNEW, New York, operated by a municipal advertising campaign, |) ,,, 
group including Arde Bulova, the made possible through a tax levy i 1 


watch manufacturer. He told Ap- expected be yield approxtmatay din 
VERTISING AGE that he plans to re- $100,000, will get under way this 
sign that post and withdraw entirely month with copy scheduled to ap- 
from WNEW to devote all his time |>&2" im magazines, farm papers, 
and attention to WINS. If the sale is |"®WSPapers, outdoor posters and J 
approved by the FCC, Mr. Biow radio, it was announced here this 
will continue to confine the station week. ‘ ‘ , 
activities to English-speaking pro- The campaign will be aimed at 


OR 


“13 


In advertising to the great hospital market, which spends a billion 
dollars a year for construction, equipment and maintenance, keep 
your eye on the bull’s eye of results! 


grams only. tourists, homeseekers, industries, 7 
Col. Arthur O’Brien, of Seattle distributors, farmers, oil and gas © 
had negotiated for the purchase of operators and investors. Much use 


4 ; is expected to be made of a 32-page — 5 
a } no pete “4 = oto ew illustrated booklet, “Picturesque San : 
onel O’Brien was reported to have Antonio." P 
offered $250,000, but Mr. Biow would| , ue Fuld & y hwy ben — 
not disclose the final purchase price. Bazaar, Liberty, National Geo (a 
Agency Buyer of Time graphic, Newsweek, The New|) 4: 
; Yorker, The Saturday Evening Post,| ) w 
The Biow Company places a|Scribner’s, Sports Afield, Spur, Time 
substantial volume of radio time,|and Vogue. Farm publications in- 
notably for the Bulova and|clude Capper’s Farmer, Country 
Philip Morris accounts. The con-| Gentleman, Farmer’s Wife and Suc- 


tract for the sale of WINS is the| cessful Farming. Newspaper copy} ) y 
fifth transaction negotiated since| will appear in 15 key cities. ce 
the Hearst stations were placed on In addition, some space will b 
the market. From the original 10-| utilized in oi] and gas publications 
station chain, two have been labeled | and in teacher’s magazines. Wyatt 


“not for sale,” and three are still on| Aniol & Auld is the agency. 
the market. a id 


Sales contracts have been entered 


An equipment advertiser using a list of institutional publications , 
Joins Compton 


+n. into for the dispositi m 
reported that HOSPITAL MANAGEMENT had the lowest in pe } ved en ee ee Patricia O’Connell, formerly with fF) th 
quiry cost of any medium used—$13. The top cost for this list was KNOW, Austin; and WACA, Waco. Sample-Hurmert, Ine, has iol s 


timore, are not for sale, and bids are} York, as a radio copywriter. 
under consideration for WISN, Mil- 


The reason HOSPITAL MANAGEMENT pulls inquiries is that waukee, KOMA, Oklahoma City, ae 
its editorial content is tailor-made for superintendents and other a a en 
hospital executives. It attracts the readership of the buying power 
of the market. Neither circulation nor editorial content is diluted. 


That's why a smaller circulation, to actual buyers, is so profitable 
to advertisers. 


dl 


Every city 


|General Cigar einen 
Planning Fair Exhibit 


A teletype machine flashing 
world-wide news and sport results 
on a screen, and two electrical score 
boards to give inning-by-inning 
baseball scores, will feature the 
$200,000 exhibit by General Cigar 


— s 
has its favorite fF 
. . : 
$200,000 exhibit by General Cigar ae om -- 

York World’s Fair. 


An auditorium and lounge will be By) 
decorated by 150,000 simulated 
cigars. Mosaic designs will depict 
the growing, manufacturing, ‘fe 
consumption of cigar tobacco. Three 
machines in operation will perform | 
all the steps in cigar-making from 
leaf to the finished product wrapped 
in cellophane. 


Plan your 1939 schedule to get maximum results by concentration 


in the business paper of the hospital administrators—HOSPITAL 
MANAGEMENT. 


Hospital Management 
The National Magazine of Hospital Administration 


Dresner with Agency \wai bP 
> , : a ooo 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York (! p ) J. R. Dresner, formerly president }ON THE NBC RED NETWOR 
Pacific Coast representatives: Don Harway & Co., Los Angeles and San Francisco } fy = = Dresner Advertising Agency, FE ; . REPRES euTA 
Advertising Agency, New York, as | 7 RD PETE 
2 "ey head of the merchandising and| 
) Be as | business promotion departments. 
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independent Dealer 
still Gets Bulk 
of Tire Sales 


Holds Position Despite 
Inroads by Oil Sta- 
tions 


New Orleans, Oct. 11.—Despite 
the strenuous competition of tire 
manufacturers’ own retail stores, 


chain stores, mail-order houses and 
petroleum companies marketing 
tires on a national basis through fill- 


ing stations, independent tire mer- 
chants are holding their own and 
according to latest available figures 
still control the bulk of the total an- 
nual tire and tube replacement mar- 
ket, Dr. W. W. Leigh, tire market- 

» ing expert and head of the Com- 
merce Department of the Univer- 
sity of Akron, declared here today 

} at the annual convention of the 

| National Association of Independent 
Tire Dealers. 

1 “Mail order and chain store sales 
are moving sidewise. Manufactur- 
ers’ stores have made a very slight 
percentage gain over a year ago. Oil 

} company sales have increased,” said 

| pr. Leigh. “This year oil company 

) sales will exceed the 5,000,000 unit 
mark. Oil companies seem pressed 

| for volume and consequently are 

i devoting real effort to the sale of 
tires and accessories. Oil outlets 
have contacts with millions of mo- 

) torists weekly. Perhaps 90,000 such 

_ P) stations already feature tires.” 

rs Figures presented by Dr. Leigh, 

i 


compiled by means of a 7,500-mile 
' research trip just completed, showed 
independent tire dealers last year 
' sold 52 per cent of all replacement 
} tires. Oil company sales of private 
brand tires amounted to 7.7 per cent 
of the total, and oil company sales of 
standard brands amounted to 8.8 per 
cent. Manufacturer-owned stores 
accounted for 10.8 per cent, mail 
order sales for 4 per cent; and 
chains, 14.7 per cent. Cooperatives 
} and department stores accounted for 
5 2 per cent. 

Dr. Leigh declared that the tire 
ndustry needed a new program of 
' price stabilization with narrower 


vi ' margins which would discourage the 
row | } giving away to customers of dealer 
oat | discounts. He cited one case of a 
oe W estern dealer who sold 9.75x20 
“* truck tires on a guaranteed mileage 
an basis at one mill per mile. 
ie Discussing tire retreading and re- 
wel capping, Dr. Leigh estimated that 
‘e this year 4,250,000 tires would be re- 
te »newed in the United States, of 
| ; Which 2,000,000 would be truck and 
ons | bus tires. 
ratt 
Joins Don Lee 
) Harry Comer, formerly with 
| KFI-KECA, Los Angeles, has joined 
vit) B) the Don Lee Broadcasting System 
ett By) as account executive. 
nec 
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| THEY COME BACK FOR MORE 


US-ERIE POSTERS 
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EPEAT 
that’s the test! Many 
experienced advertisers 


business- 


have used “US-ERIE” 
. « They 
are using them again... . 
Convineing evidence that 
“UL S-ERIE” posters do a 


posters before. . 


protitable selling job. 
\ hatever 


your poster 
Problem, we can solve it. 


How 1937 replacement tire sales were 
split up between different types of retail 
outlets is shown in this chart, based on 
figures compiled by Dr. W. W. Leigh. 


TIRE SALES LAST YEAR 


100 Newspapers 
Carry Paid Lines 
in Radio Logs 


New York, Oct. 12.—One hundred 
newspapers throughout the country 
have signed contracts to accept paid 
listings in radio logs, according to 
the Lahey-Daly Company, which 
originated the plan and first 
broached it last spring. The list- 
ings consist of boldface lines in- 
serted in daily radio program logs 
identifying the sponsor by name. 

The largest buyer of listings to 


advertisers who have signed for the 
service are Standard Oil of Ohio, 
Longines-Wittenauer Company and 
Maiden Form Brassiere Company. 
Practically all the remaining spons- 
ors have been local advertisers. 


Pay Flat Rate 


Three New York papers, the Her- 
ald Tribune, Post and Brooklyn Daily 
Eagle, have contracted for the serv- 
ice. All five Washington, D. C., 
papers have signed and the Chicago 
Daily News is likewise carrying the 
listings. The Boston Post last week 
carried the largest number of spon- 
sored lines yet published, covering 


Coty in Dress Tie-Up 
A color advertisement in the cur- 
rent issue of Harper’s Bazaar fea- 
tures a tie-up between Coty, Inc., 
New York, and Kallman & Morris, 
Inc., New York dress manufacturer. 
The insertion features a new eve- 
ning dress in a special “Paris” blue 
shade to tie-in with the new Coty 


line of Paris bath and beauty prep- 
arations. 


Form Philadelphia Agency 


Charles C. Schoneman, Jr., for- 
merly with J. G. Pollock Company, 
Philadelphia, and E. Bradford Hen- 


date has been Standard Oil Com-| 10 radio advertisers. 
pany of New Jersey which is cur- 
rently carrying its Esso Reporter|their listings, averaging about one| Chestnut street, Philadelphia. 
listing in 31 papers. Other national | dollar per 100,000 circulation. 


Advertisers pay a flat rate for tising Agency, 


The UNITED STATES PRINTING and 
UTHOGRAPH COMPANY and DIVISIONS 
OFFICE: 320 BEECH STREET, CINCINNATI, OHIO 


7 or, 


Qi jobbers’ salesmen and specialty men 
say that one of our soundest merchandising ideas 
originated in Southern Illinois in a little town near 
Cairo on the east bank of the Mississippi, that it was 
Billie Watson who originated it. 


Billie’s father ran a corner grocery store. There were 
no chains in those days. Grocers fell in three classes, 
and most of them fell. They were either independent, 
indigent or indolent. Old Gus Watson was independent 
in all the true meanings of the word. He was the only 
cash grocer for miles around. He displayed a sign 
“Credit extended to people over 80 years of age when 
accompanied by their parents’’ and he meant it. If 
customers interfered with hot stove gossip, customers 
could wait. 


But young Billie was made of different stuff. He was 
trying to wait on customers from the day his little head 
reached above the counter. He didn’t get any selling 
ideas from his father but by the time he had reached 
high school age he had developed a few of his own. One 
day he said, ‘“‘Dad, I figure a woman who buys a sack 
of flour ought to buy a can of baking powder. If she 
buys pancake flour, we ought to sell her syrup. If we 
don’t sell it to her now, she might go some place else 
to get it when she needs it in a hurry.” And so he listed 
companion articles in his mind, suggested them, sold 
them often. He had started ‘related selling,”’ although 
he had never heard the term—nor had anyone else — 
until years and years later. He sold continually on the 
very sound assumption that folks need a lot of things, 
that they would buy them if they were suggested in the 
right way at the right time. 


ee 


Speaking of food and Billy Watson and related selling 
leads us, just as some way we thought it would, right 
up to the Journal. For here in this food-famcus news- 
paper is another form of related selling. In the rich 
concentrated market of the Portland 40-mile trading 
territory, where more than half of Oregon’s families 
live, the Journal exerts a tremendous influence on food- 
buying habits. Of course its daily columns reach more 
homes in this area. (9,456 more than the second paper, 
31,345 more than the third.) 


Then, related very closely to the food problems and 
buying habits of the home are Mary Cullen’s Cottage 
and Mary Cullen’s food pages. Both have an enormous 
following among the women of this area. Related again 
is the very great volume of local and national food 
advertising, showing a leadership in the first 8 months 
of more than two to one over the second paper. For 
food news and food prices the Journal has become al- 
most indispensable in homes here. It is the one buying 
guide for literally thousands and thousands of food pur- 
chasers. It is their buying encyclopedia, their market- 
place directory. Related closely to the selling of your 
product, too, is an outstanding merchandising service 
for all food advertisers. It is complete and thorough, 


reaching all the main outlets in this rich concentrated 
market. 


PORTLAND, OREGON 


REYNOLDS-FITZGERALD, INC. 
NATIONAL REPRESENTATIVES 
NEW YORK + CHICAGO + PHILADELPHIA + DETROIT 
SAN FRANCISCO + LOS ANGELES + SEATTLE 


have 


THE JOURNAL 


ing, formerly with Sackett Adver- 
organized 
Schoneman-Hening Agency at 1211 
The 
telephone number is Locust 9659. 
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Holds Price Fixing 
ls Essential for 
Branded Products 


Experience of Palm 
Beach Suits Cited as 
Example 


New York, Oct. 11.— 


opposed viewpoints on the value of | 


price maintenance were expressed 
last week by two well-known men’s 
clothing manufacturers, with Elmer 
Ward, president of the Goodall Com- 
pany, maintaining that nationally 


advertised and price-fixed merchan- | 
dise is the only effective means of 


combatting the price appeal of chain 
stores, and B. J..Cahn, president of 
B. Kuppenheimer & Co., holding that 


KASPFOCUS 


Spontaneous combustion: Here's candid 
camera evidence that studio audiences 
really ‘‘get hot’’ during the hilarities 
of a KSFO variety production. And the 


sponsor's success indicates that KSFO 
time and...if you need it... production, 
can build a fire under your sales, too 


Silly. but we like it: This ladder’s-eye 
view of the master control panel in the 
swanky new KSFO studios may be all 
out of proportion, but it’s just a gag 
Yeah, a gag to remind you that many 
a KSFO advertiser has found results 
equally and happily out of proportion 
with money expended. KSFO does de 
liver more ears to the dollar 


ERR oF 
: eg me foi . 


Streamlined Camels: Contrarily, the big- 
ger the sales hump, the faster a product 
goes to town. Nowadays, KSFO's Bob 
Garred, with his ‘Streamlined Head 
lines’ news broadcasts, is 

sales of Camel Cigarettes throughout 
Northern California. The arrow below 
with pride 


streamlining 


point 


SAN FRANCISCO 
ESTO. -Palace Hotel.. 


-San Francisce 


b W day... lLOOOW night 
PHILIP G. LASKY, General Manager 
National Representati 
FREE & PETERS, incenpanted 
COLUMBIA BROAI iSTING SYSTEM 
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Diametrically | 


Simmons Offers 
Promotional Aspirin 


St. Louis, Oct. 13.—Simmons 
Hardware Company has found 
that good goods isn’t enough— 
the promotion also has to be 

| effective. Accordingly, the big 
wholesale hardware house is 
offering retailers a complete 
advertising and display service 
through spreads in hardware 
| papers. 
“Are the chains giving you a 
headache?” asks a typical ad- 
vertisement. “Meet their adver- 
| tising and display competition 
| with Simmons’ sales service.” 
Each advertisement repeats 
the philosophy of E. C. Sim- 
mons, far-sighted founder: “A 
jobber’s first duty is to help his 
customers to prosper.” 


| 


retail operating conditions are too 
dissimilar to permit fixed prices on 
a nationwide basis. 

Discussing the issue in Men’s 
Wear, Mr. Ward said, “Price main- 
tenance benefits both the retailer 
and the consumer. Therein lies its 
complete justification. A_ price- 
maintenance policy in itself is no 
guarantee of profit. As long as men 
are human they will make mistakes. 
But a_ price-maintenance policy, 
honestly conceived and wisely ad- 
ministered, is one of the surest safe- 
guards against crumbling markups 
|and demoralized markets on which 
the modern retailer can rely. The 
adoption of a maintained retail price 
entails more than the imposition of | 
|an arbitrary price. It imposes defi- 
nite responsibilities upon the manu- | 
facturer. It compels correct styling, 
correct pricing, and sound promo- 
tion. 

“Price maintenance is possible, of 
course, only on branded and na- 
tionally-advertised lines. A national 
| brand, however, is inadequate by it- 
self to defend the retailer from pred- 
atory price-cutting. Only when a 
branded name is backed by price 
maintenance does its weak position 
become strong. The price appeal of 
the chain store is successfully com- 
bated only by nationally known and 
protected merchandise.” 


Cites Own Experience 


Mr. Ward cited his experience 
with Palm Beach suits to prove the | 
benefits of maintained prices. 

Attacking the principle of price- 
fixing, Mr. Cahn declared: 

“It is a basic economic truth that 
prices must be governed directly by 
| buying power. How, then, can a 
| fixed price be projected which will 
be suitable for merchants every- 
where? If business is good, a better 
markup can be obtained than if 
business is slow and special induce- 
ments: must be offered. 

“Not only market conditions, but 
stere policies and methods also dif- 
fer widely. Because of the wide dis- 
parities in operating expenses be- 
tween the small store and the large 
store; the store which does a large 
cash business and the one that does 
a large credit business; between the 
| store that extends all the niceties of 
service and the one. that does not— 
it is not possible for all to operate 
on the same markup. Another fac- 
tor is the advantage which one store 
may have over another less efficient 
and less resourceful. Is it reason- 
able and fair that capable merchants 
should be stripped of their advan- 
tage? Is it consistent with the 
American idea of individual enter- 
prise?” 

Mr. Cahn admitted that some com- 
modities may be susceptible to price 
maintenance but held that it cannot 
work with a highly styled, seasonal 
product like clothing. 


London Herbs 
Invade U. S. 


The Herb Farm Shop, 
has placed its advertising account 
with Abbott Kimball Company, 
New York. in anticipation of an 
invasion of the United States 

Bonwit Teller, New York, will be 
the first outlet for the herbal prep- 
arations. An introductory campaign 
will run in newspapers, with class 
magazines to be used later. 
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NEW YORK CHECKS CONVERTED INTO PROMOTION PIECES 


"STATE OF NEW YORK 
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New York features the slogan, 


Pre-Testing Plan 
for Radio Shows 
Is Latest Offering 


New York, Oct. 12.—A new tech- 
nique for pre-testing new radio 
shows was presented here this week 
to the major networks, agencies and 
advertisers by Miller, Franklin & 
Co., accountant and engineer, with 
commercial operations expected to 
start in about three months. The 
plan will also be applied to testing 
audience reaction to both the enter- 
| tainment and commercial phases of 
| programs already on the air. 
| The Miller, Franklin method, in- 
tended to replace “sneak previews’ 
je hich employ expensive live talent 
over a local station, calls for the 
presentation of transcriptions of 
'proposed shows before audiences 
specially selected according to in- 
come classification. The desired 
data will be collected by means of 
questionnaires filled out both before 
and after the previews. The first 
questions will be general in nature 
while the others will refer specifi- 
cally to the program heard. 


Instantaneous Gauge 


In addition, newly developed ap- 
paratus will be used to get flash 
impressions of how listeners react 
to various features of the show and 


commercial announcements. Called 
the “televote” system, the device 
permits audiences to vote anony- 


mously by pressing buttons. 
sponses will be measured in per- 
centages, numbers and speed with 
which decisions are reached. The 
last factor permits the separation of 
indecisive voters from those with 
firm convictions. 

Experiments at the Chautauqua, 
N. Y., musical festival, and the 
Trenton, N. J., fair, proved, accord- 
ing to Miller, Franklin executives, 
that people are glad to take advan- 
tage of an opportunity of having a 
voice in the planning of their radio 
fare. Without any inducement, peo- 
ple volunteered to fill out ques- 
tionnaires. 

The sponsors claim that their 
|}method of group testing is more 
| effective and less expensive than | 
practices now employed. Rather | 


Re- 


than measuring the number of lis- | 


teners to any particular program 
the Miller, Franklin plan 
the likes and dislikes of 
classes of listeners to be cataloged 
in advance of the regular broadcast. 
Objectionable features of both the 
entertainment and commercial an- 
;nouncements can be eliminated be- 
‘fore a program is aired. 


"The State That Has Everything,” 


Various | 


Cluett, Peabody 
Makes Accounting 


to Home Town 


Troy, N. Y., Oct. 13.—Recognizing 
its responsibility to the public of 
Troy as the largest manufacturing 
business in the city, and the one on 
which the residents are most de- 
pendent, Cluett, Peabody & Co. to- 
day ran a three-column advertise- 
ment in the local newspapers, 
giving an accounting of its activi- 
ties. 


Headed, “Arrow in the Commun- 
ity,” the advertisement was not 
wholly in an optimistic vein, the 


company finding it necessary to re- 
port that working time has been 
necessarily reduced during the past 
six months, while wages have also 
been adjusted. The number of 
workers Sept. 1, 1938, was 13 per 
cent less than at the corresponding 
1937 date. 

The copy revealed that Cluett, 
Peabody & Co. made a drastic ex- 
pansion in its facilities here. “Not 
long ago, the capacity was 2,500 
dozen shirts per week,” said the 
advertisement; “now Troy can cut 
and launder more than 9,000 dozen 
per week.” 

“The company believes that this 
information will be interesting,” the 
copy concluded, “and it is glad to 
give it in appreciation of the sup- 
port it has received from the com- 
munity.” 


Hartwig with Rosette 


O. J. Hartwig, formerly New York 
representative for Adrian Bauer 
Advertising Agency, Philadelphia, 
has been appointed vice-president 
and account executive of Rosette 
Advertising Corporation, New York. 


Buys Bay State 


General Seafoods Corporation, 
Corporation, New York, has pur- 
chased Bay State Fishing Company, 
Boston, producer of 40-Fathom and | 
| other packaged fish. 


tate Resigns 


| Robert T. Tate has resigned as 
Western manager of the Bureau of 
| Advertising, American Newspaper 
Publishers Association, Chicago, to 


,| open an advertising and public re- 
permits | 


lations service in New York. 


| . . 

Robbins with Opdyke 
Elliott W. Robbins, formerly New 

England publicity head for N. W 

Ayer & Son, 

, Opdyke & Staff, Boston, 

'of publicity. 


DEPARTMENT OF. ZAZATION AND FINANCE 


__DOLLARS Al AND. 


THE STATE THAT HAS EVERYTHING) 
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and pictures of resorts in the new ——- slips. 


| Boston, subsidiary of General Foods | 


| 


has joined William K. | 
in charge | 
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\Y & R Shifts Stitt 


Harry Ackerman, producer of the 
Lone Ranger program in Detroit 
has been transferred to the Holly- 
wood office of Young & Rubicam t 
handle Langendorf’s Phantom Pilo' 
and News Dramas programs. Car- 
roll O’Meara, who was producing 
the Langendorf shows, takes ove 
production of the Al Pearce Grape- 
Nuts show. 


YOUR SALESMEN 


work faster — 
cover more territory — 


make more sales — 


— when their trips are plotted on 
good maps 


— when they follow up a productive 
advertising campaign 


— when they carry clever preset 
tations in their portfolios 


—— 


THAT IS WHY YOU NEED 


HAGSTROM’'S 
MAPS 


AND 


HAGSTROM'S 
SERVICES 


DRAFTING 
PHOTOGRAPHY 
CHARTS 
PHOTO ENGRAVING 


WRITE FOR DETAILS 


HAGSTROM COMPANY 
INCORPORATED 
20 Vesey Street New York NT 


Established "9 < 
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Pension Seekers 
Turn to Promotion 


in California 


$30 Weekly Stipend 
idea Precipitates Bitter 
Fight 


San Francisco, Oct. 13.—The Cali- 
fornia State Chamber of Commerce 
today released 500,000 “Thursday 
Bucks” as a satirical comment on 
the new plan to pay old age pen- 
sions of $30 a week, the fate of 
which will be determined at the 
November election. Other business 
organizations have arranged for 
paid advertising to combat the pro- 
posal, whose proponents also are 
planning to marshal public opinion 
in favor of the measure with a wide 
variety of advertising between now 
and election day. 

The “illegal tender” put into cir- 
culation today by the Chamber of 
Commerce resembles the ordinary 
dollar bill, except that it is gaily 
printed in colors to resemble the 
proverbial rainbow. It bears the 
legend, “E Pluribus Kiddem — 30 
Thursday.” An IOU adorns each 
of the four corners and Santa Claus 
is portrayed in all of his mellow 
generosity. An inscription on the 
“Ezeemuny Certificate,” as it is 
identified, explains that “if you will | 
put 104 coppers in my pot, I will | 
exchange this for one real buck.— 
Ham N. Eggs.” 
he This message is an ironic allusion | 
it to the basic financing plan for the 
y- $30 old age pensions. Fostered by 
the remnants of the Townsend or- 
ganization, the proposal is to issue 
scrip which will be treated as legal 
| tender by the first recipients. There- 
| after, however, once every week a 
two-cent tax sticker must be af- 
fixed. Each “dollar” has a life of | 
one year, at the end of which, ac- | 
cording to the sponsors, the gov- 
ernment will have collected $1.04. 
Total advertising expenses in the | 
campaign, between Oct 4, 1937, and | 
Sept 30, 1938, were $92,681, it was | 
reported, of which $42,010 were 
spent in radio. Receipts totaled | 
$242,243 from “dues, donations and | 
literature.” 


Big Campaign Fund 


The oldsters in this state, notable 
both for their number and _ their 
optimism, are digging deep in their 
purses to finance the advertising 
which it is hoped will sway public 
sentiment into a favorable vote. It 
is said that no less than $500,000 
monthly has been raised. While 
not all of this goes into the cam- 
paign fund, the beneficiaries of the 


October 17, 1938 
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i proposed law will see an advertis- 

Bing campaign of highly respectable 

tive | proportions. All over 50 years 

would be entitled to the weekly 
stipend of $30. 

sen: A second referendum will be held 

in November on a plan to bring 

peace between labor and capital. 

» ‘he American Federation of Labor 

ind the Committee for Industrial 

D ’rganization have at last found an 


Ssue on 


which they agree and they 
| “ opposing its passage solidly. 
ssiness Organizations favor pas- 
age ! the measure and both sides 
“we resorting heavily to advertising 
phasize their views. 


ire 


' KQV Makes Peace 
‘ with Ball Club 


Pittsburgh bootleg baseball 
ne to an amicable end last 
, “ When Station KQV consented 
permanent injunction restrain- 
‘rom broadcasting descrip- 
| Pirate games. 

ses were waived by all 
including the Pittsburgh 
~ atonal Broadcasting Com- 
*, “reneral Mills, Inc., and So- 

ium Oil Company. 
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MONEY AT RAINBOW'S 


THis ICATE 
IS LEGAL TENDER 
FOR PRIVATE DEST 
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These certificates were distributed last 
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CERTIFICATE | 5 


END 
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iF YOU WILL PUT 104 
COPPERS IN MY POT 
1 WILL EXCHANGE THIS 
FOR ONE REAL BUCK 


week by the California State Chamber 


of Commerce as its comment on the old age pension plan of $30 a week. 


Represents “Times” 
Times and World News, Roanoke, 
Va., has appointed Sawyer, Fergu- 


| 


To Discuss 
Uniform Rules for 
Liquor Copy 


Washington, D. C., Oct. 12.—Uni- 
form regulation of all liquor adver- 
tising will be one of the most im- 
portant subjects to be considered at 
a two-day conference scheduled 
here Oct. 25-26 by the Federal Al- 
cohol Administration, it was an- 
nounced today. 

The FAA has invited representa- 
tives from all state liquor control 
commissions, trade associations in 
the liquor industry, advertising 


| 
son, Walker Company, New York, | agencies handling liquor accounts, 
as national advertising representa- | publishers and editors of news- 


ive. 


papers and magazines, trade groups 


handling liquor advertising and 


broadcasting companies. 

Also on the agenda are discus- 
sions of conflicting requirements be- 
tween federal and state liquor ad- 
vertising regulations, radio adver- 
tising, outdoor advertising and 
objectionable trends not now pro- 
hibited by regulation. 


Incledon Joins Harshe 


George H. Incledon has resigned 
as radio director of Ford, Browne & 
Mathews, Chicago, to join William 
R. Harshe, Inc., Chicago. 


“Pilot” Sponsors Contest 

The Virginian-Pilot, Norfolk, Va., 
is sponsoring a $2,500 amateur ad- 
vertising writing competition among 
its readers. 
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Newsweek 


produces inquiries at 


low cost 


A check of inquiry costs reported by 
five representative travel and resort 
advertisers, reveals that Newsweek's 
average Cost per inquiry was 34.7% 


below that of any other newsmagazine! 


Significance --- These five adver- 


tisers (the only travel and resort users of 


Network Promotes Weiss 


wi Allen Weiss, general man- | 
Sven, «Se Don Lee Broadcasting | 


heey has been appointed vice- | 

“sent and director of the com- | 
~ He wit continue to manage | 
rk. | 


SS pape 


Newsweek space to give inquiry cost 
figures) each offer expensive, lengthy 


vacations. Their low-cost response from 


interested, able-to-buy Newsweek fam- 
ilies points a path to profits for every 
advertiser of luxuries . . . and certainly 


of necessities. The trend's to Newsweek. 


Newsweek 


The Magazine of News Significance 
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Build Business 
by Telephone, 
Druggists Urged 


Chicago, Oct. 11.— The 
druggist doesn’t sit in his store 
waiting for business, but employs 
the technique of the specialty sales- 
men and goes after orders by tele- 
phone. 

H. W. Reuter, chairman of the 
telephone committee, made this re- 
port today to the National Associa- 
tion of Retail Druggists. He said 
that every independent drug store 
should have a special telephone de- 
partment, partly to take telephone 


orders, but primarily to go after | 


them. 

He recommended that the drug- 
gist train the head of the telephone 
department by listening in to his 
solicitations and making suggestions 
for improvement in his sales talk. 
Perfection of “telephone manners” 
was also urged. 

The telephone number should re- 
ceive prominent display in all drug 
store advertising, Mr. Reuter said. 
He added that analysis of one store’s 
calls showed that 70 per cent of in- 
coming calls are from customers, 
indicating that they prefer to buy 
convenience goods in this way. 
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NATIONAL ADVERTISING 


SLALLODDSA. 


DOLLAR VOLUME FOR THE 


LLEDEDDAE, 


FIRST NINE MONTHS OF ‘38 


\\\\\ 
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We're mighty 
proud of our healthy 
little increase over the 
January through Sep- 
tember period of last 
year. Nothing spectacu- 
lar, of course-——but pretty Z 
darn good considering MA 
whats happening to 
most other publications LA 
It certainly helps to back 


up our contention that 


the Grange Farm Group 


“‘has what it takes” to 


make advertising 


pay out, 


Grange Farm Grou 
MILLS BUILDING . SAN FRANCISC 
CALIFORNIA GRANGE NEWS 
AHO GRANGER 
OREGON GRANGE BULLETIN 

WASHINGTON GRANGE NEWS 


Representatives 


J. WM. HASTIE NEW YORK 
F.E.M. COLE CHICAGO 
DUNCAN A. SCOTT PACIFIC COAST 


modern | 
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See Your 
FAVORITE 
GAS HEAT 
\ DEALER 


> 


PATTERN 


y Phow 


' 


St, CUT-RATE GAS nis WINTER! 


Pogue Copy 
Held Best Among 
Department Stores 


New York, Oct. 12.—H. & S. 
Pogue Company, Cincinnati, was 
judged the most effective depart- 
ment store advertiser in the United 
States, according to awards an- 
nounced by Vincent Edwards & Co., 
at its 20th annual competition. 
Robinson's, Los Angeles, was ranked 
second, and Frederick & Nelson’s, 
Seattle, third. 

The award is based on periodical 


scrutiny of the advertising of 2,000 
department stores, points being 
awarded on each occasion. The 
store winning the largest number of 
points in the course of a year is ad- 
judged the winner. 

In making the award, Edwards 
|said that Pogue advertising reaffirms 
|the company’s prestige position and 
ibuilds volume by broadening the 
| store's customer range by recruits 
|from lower income groups. It con- 
| tinued: 

“Pogue publicity is keyed for 
| long-pull results. Planned asa series 
}of major campaigns, it is keyed to 
| definite themes that are often run 
long as two to four months, 
| thereby selling the store by impres- 
one department at a time 

Notable for Restraint 


as 
; Sion 


“Pogue's advertising registers sin- 
cerity because it never oversells the 
merchandise; artwork is uniformly 
ifine; the poised, informative copy 
always carries an institutional note 
| that mirrors the store’s reputation 
for quality and dependability, 
gardless of price 

“Special recognition must be 
given to Pogue’s rotogravure adver- 
} Using, consisting of from 


re- 


one to 


rod 


the CHEAPEST HOUSE HEATING PUEL 


Don Willis, youthful advertising manager of the Central 
Arizona Light and Power Company, Phoenix, expressed his 
belief in the adage about an ill wind that blows no good 
when he converted a rate cut experienced by his company 
into the advertising tour de force shown above. 
but two pages of the Phoenix Republic and Gazette one day 
last week, Mr. Willis and his staff published a set of adver- 


CUT RATE GAS BRINGS COPY AVALANCHE 
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PERFECTLY 


SUITED 


+ «and you'll be Per. 
fectly Suited with the 
Comfort, Conven- 
jence and Greater 
Economy of Cut-Rate 
Gas Heating in y: ur 
home this Winter! 


ONE DOLLAR DOWN 
BUYS A GAS HEATER 
DURING THE BiG. 


CO PAT CG ERS 


See Your Gas Heat Dealer 


in TOWN! 


pe By BLUE BLAZE scorry 
] — FREE INSTALLATION 
| a CUT-RATE G, 


¥ 1.00 down 
ator, Chi 


will buy a Gas 
iii Chaser, op 
turing the big. . , 


Roce Heate: 


odern Gas 
ers in various 
Styles today at your 
Favorite Ga's Ap- 
Pilance Dealers’, 


Clduizattien 


conceivable type of 
section, financial and 
ment listings. 
Using all 


and several 


eight pages weekly. Designed also 
for long-pull results, this store’s 
roto advertising chalks up more 
cumulative sales than any other 
medium. Pogue’s treats roto as a 
pictorial medium; uses it to promote 
best selling lines regardless of price. 
Roto copy is kept terse, staccato- 
short and as vivid as possible. Space 
is apportioned about 70 per cent to 
institutional publicity, 30 per cent 
to sale merchandise.” 

The appraisal added that Pogue’s 
advertising is admirably adapted to 
the delicate problem of widening 
its customer range without lower- 
ing its price lines or quality stand- 
ards. It also excels in its ability 
to carry the identifying stamp of 
the company through all types of | 
advertising. James W. Petty, Jr., 
is publicity director of the winning 
store. 


Sears Airs Program 
on Pacific Coast 


Using radio for the first time on! 
the Pacific Coast, Sears, Roebuck & 


| Co., through Mayers Advertising | 
| Agency, Los Angeles, will sponsor a | 
| half hour program six times a week | 
for 52 weeks over KHJ and the Don 
= Broadcasting System. 
The program will begin Oct. 17. 


Whiting-Plover Appoints 

| Whiting-Plover Paper Company, 
| Stevens Point, Wis., has appointed 
Roche, Williams & Cunnyngham, 
Chicago, to direct the advertising of 
its Permanized bond and ledge 
| papers 


Preston Advanced 

Seymour S. Preston, Jr... who 
joined John Falkner Arndt & Co.,| 
Philadelphia, as account executive 
in 1931, has been named a vice-| 


! . 
president. 


HEAT is THE OF f 
SAS HEAT STE EM Away —| 


tisements which carried the company's message into every 


copy. Space was utilized in the comic 
society pages, sports pages and amuse- 


In each instance, layout tied in with the type 
normally used for such advertising, but the message, as 
shown above, was the same throughout. 


In all, 35 display 
classified insertions were used. 


Plans Trade Drive 

United American Bosch Corpora- 
tion, Springfield, Mass., has reor- 
ganized and changed its name to 
American Bosch Corporation. <A 
trade campaign on Diesel equip- 
ment, magnetos and generators, us- 
ing bleed pages in 14 publications, 


will begin in November. E. T. 
Howard Company, New York, is 
the agency. 


Florida Sets 
Example for 
Fishing Industry 


Field Is Urged to Widen 
Distribution of lt; 
Products 


Boston, Oct. 10.—With the feasj. 
bility of the idea having been dem. 
onstrated by Florida, it is only a 
question of time until the fish ip. 
dustry embarks on a national! oo. 
operative campaign to lift consump. 
tion of seafood, now stationary at 
a mere 20 pounds per capita per 
year, it was predicted at the Na. 
tional Fisheries Convention held 
here over the week-end. 

The successful Florida experj- 
ment was described by Stanley deJ 
Osborne, vice-president, Atlantic 
Coast Fisheries Company, New 
York, while Donald Mitchell, Na- 
tional Tie-Ins, Inc., New York, took 
the position that wider distribution 
is the key to greater prosperity. 

“The day has passed when the 
housewife will visit several stores 
in the course of her marketing,” 
said the latter. “The difficulty of 
finding parking space and the gen- 
eral pressure of events has caused 
her to demand complete service 
under one roof and has created the 
super market. We must get away 
from the idea of specialized outlets 
and put fish into every grocery 
store in the country.” 

Picturing the South as a region 
full of possibilities and standing on 
the eve of tremendous expansion, 
Mr. Osborne said the Fish Produc- 
ers Exchange of Florida has solved 


every problem confronting the in- | 


dustry. Acting as a sales organiza- 
tion for the entire field, it has ex- 
panded markets, improved packag- 


ing, and halted price-cutting by giv- J 
ing producers information as to the 


amount which can be sold. 


“The Exchange has proved that | 


the public will gladly pay for qual- 
ity in fish as well as in any other 
product,” said Mr. Osborne. “On 
the other hand, there is a limit to 
the amount of fish which can be 
marketed and the Exchange has 
taught producers to hold their 
catches within reasonable bounds.” 
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WE SOLVE IT! 
Translations and publicity in all Foreigt 
Languages. Advertising Style. Com 
position & Make-Up for all Languages 
and charge regularly “‘A for an Alpha. 


GEORGE STAVROU 
132 Nassau St., New York, N. Y. 
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THAT LOOKS FINE. 
YOU'RE MAKING THE MOST 
OF THAT BIG SIZE PAGE. 
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G-E to Rely on 
‘Sales Shockers 
for Washer Story 


Display Technique 
Drives Home Points 
Forcefully 


New York, Oct. 12.—In an at- 
tempt to dramatize the sale of home 
laundry equipment, General Elec- 
tric Company will introduce a “sell- 
shock” series of window and store 
displays as a major contribution to 
National Washer and Ironer Week, 
Oct. 23-29. Eight in number, the 
displays represent a new technique 
in point-of-sale advertising. 

There is nothing intrinsically ex- 
citing about washing machines and 
ironers, and display has long been 


) recognized in the trade as a weak 


point in the sales attack. At the G-E 
factory in Bridgeport, Conn., a study 
of case histories indicated that 
point-of-sale promotion in the past 


) suffered from a common fault: the 


attempt to tell the whole compli- 
cated story in a single display. 


Wanted: Display “Stoppers” 


The problem was how to stop the 
man in the street with a single 
thought, a dramatic picture and, if 
possible, a single word. Despite the 
efforts of Lee Wichlens, sales pro- 
motion manager and his staff, it was 
found impossible to reduce the sell- 


jing features, or talking points, to 


less than six. These are washing 
action, quiet operation, one-control 
lifetime lubrication, trou- 
ble-free mechanism and guarantee. 
The “sell-shock” series was de- 
signed to meet the situation. In 
} planning the displays, some of the 
leading psychologists of the country 
were consulted and a new approach 
was worked out which devotes each 


™ piece in the series to a single selling 
ie point 
™ word conveying the message in most 
NM cases, with a colorful illustration to 


Copy is cut to the bone, one 


Sdramatize the thought. Six separate 

B displays do the washer job and one 
each is devoted to the flatplate and 
ithe rotary ironers. 

! Stress One Point a Monih 


Dealers from coast to coast will 
be supplied with the whole series, 
with the suggestion that units be 
used monthly over an eight-month 
period. 

A searlet clad girl in silhouette 
draws attention to the one-control 
wringer; a weeping oil can bewails 
slifetime lubrication; an enormous 
scat exemplifies quiet operation; a 

giant monkey wrench calls attention 
§° trouble-free mechanism; ani- 
Bmated but empty pajamas, in bril- 

liant hues, point out washing action; 
ind an enormous hand stamps the 
guarantee. There is more copy, in 
fach case, for those who wish to 
read, but the gist of the story is told 

n the striking display and the key 
vord, which command attention. 


Hauser and Mason 
Transferred by NBC 


National Broadcasting Company 
“ss transferred to its sales depart- 
*nt Bertram J. Hauser, promotion 
} “ager for NBC operated stations, 
‘ J. K. Mason, merchandising 
Anse) 
y will continue to work under 
James, sales promotion 
whose department is now 
ng under Roy C. Witmer, 
dent in charge of sales. 
T. Morgan, public rela- 
ector, will handle institu- 
motion. 


sa 
} 


Marvin to Esty 
“hard J. Marvin has joined Wil- 
7 Esty & Co., New York, as head 
“* Tadio department. Mr. Mar- 
“cently resigned as radio direc- 
Walter Thompson Com- 


aan | 
Cago 


tarts Roto Section 
ne Boston Evening Transcript 
Zs publication of a weekly 


re section Oct. 12. 


MESSRS. OIL CAN AND MONKEY WRENCH SPEAK 


PERMADRIVE 
ADJUSTABLE 
MECHANISM 


$ 


General Electric Company will use these displays to help promote National 
Washer and lroner Week Oct. 23-29. 


Fromherz Resigns 

Gene Fromherz has resigned as 
radio time buyer of J. Walter 
Thompson Company, Chicago. His 
resignation follows that of R. J. 
Marvin as radio director. 


Ferguson Joins Weed 


R. L. Ferguson, formeriy station 
manager of WINS, New York, has 
joined the Chicago sales staff of 
Weed & Co., radio representative. 


Here is an advertise- 
ment which, with per- 
mission, we use as the 
headline and illustration 
for our own. 


Evans to Anfenger 


David G. Evans Coffee Company, 
St. Louis, has appointed Anfenger 
Advertising Agency, St. Louis, to 
conduct a campaign for Old Judge 
coffee. 


Dress Account to Best 


Charles Armour, Inc., New York, 
dresses, has placed its advertising 
account with Frank Best & Co., New 
York. 


Bureau Releases 
First Figures 


on Retail Census 


Washington, D. C., Oct. 12.—Rep- 
resenting the first release in the re- 
tail series of reports from the Sur- 
vey of Business for 1937-38, the 
Bureau of the Census today issued 
figures on identical drug stores, ex- 
cept chains, for the first half of the 
two years. 

The drug report, showing a de- 
cline of 3.8 per cent from 1937 vol- 
ume, is typical of the statistics to 
be issued in rapid succession for 
other kinds of business in the retail 
field. The tables show, for sales 
and payroll, the per cent change be- 
tween the first half of 1937 and 
1938, and similar changes based on 
comparisons of 1935 with 1937. 

Sales and payroll figures are also 
shown separately for six consecu- 
tive quarters, from Jan. 1, 1937, 
to June 30, 1938. Insofar as pos- 
sible, the data will be presented by 
states, geographic divisions, and for 
cities of 500,000 and over. This 
method of presenting retail and 
wholesale trade data on a quarterly 
basis for identical establishments is 
entirely new. 

More than 7,000 independent drug 


stores provided figures used in the 
current release. These stores repre- 
sent 16 per cent of sales and 13 per 
cent in number, of all independent 
stores shown in the 1935 census. 
Payroll declined 2.5 per cent during 
the first half of 1938, in comparison 
with a sales decline of 3.8 per cent. 
The figures by areas allow market- 
ers to draw some valuable conclu- 
sions. 


Wasey London Office 
Promotes Schwank 


V. K. Schwank, manager of the 
media department of Erwin, Wasey 
& Co., Ltd., London, since 1932, has 
been elected to the board following 
reorganization which merges the 
media and research departments 
under his direction. 

Jack Haydock, who was formerly 
in charge of the research depart- 
ment, has resigned to join the re- 
search department of Lord & 
Thomas, Ltd., London. 


Ward Cropley Elected 


Ward Cropley, classified adver- 
tising manager of the Kenosha 
News, has been elected president 
of the Wisconsin section of the As- 
sociation of Newspaper Classified 
Advertising Managers. Glenn Ar- 
thur, Appleton Post-Gazette, is sec- 
retary-treasurer. 


How MIMEOGRAPH advertising 


points out the dealer 


The reproduction above is from 
the Mimeograph advertisement 
in Saturday Evening Post, Sep- 
tember 24th, Collier’s, October 
8th, and Time, October 3rd. 

In national advertising Mime- 
ograph regularly refers prospects 
to its dealer listings under its 
trade mark, in Classified Tele- 
phone Directories. This is only 
one of the many companies, in 
many lines, which do so. 

Make your dealers as easy to 


find by this tested dealer identi- 
fication plan. It reduces substitu- 
tion, makes your advertising more 
resultful. Let us discuss a Clas- 
sified plan exactly matched to 
your distribution. Why not in- 
clude it in your 1939 merchan- 
dising program? 


American Tel. & Tel Co., Trade Mark 
Service Division, 195 Broadway, New 
York (EXchange 3-9800) or 311 West 
Washington St., Chicago(OF Ficial 9300). 
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Cranberry Sauce 
With All Meats, 
New Appeal 


Canners Report 1,000 
Per Cent Increase in 
Their Volume 


South Hanson, Mass., Oct. 12.— 
With a 1,074 per cent increase in 
sales to encourage packers, and a 
halving of the price to interest con- 
sumers, Cranberry Canners, Inc., has 
begun its annual campaign with the 
new objective of educating the pub- 
lic to demand cranberry sauce with 
all meats instead of one or two. 

This year’s campaign, scheduled 
to reach its peak with the holidays, 
is by far the largest in the history 
of the organization. Color half- 
pages in magazines will emphasize 
the appetite appeal, while black and 
white copy in 100 newspapers will 
urge Ocean Spray cranberry sauce 
on housewives. All advertising will 
carry the slogan, “Cranberry Sauce 
with all meat.” 


Another bit of strategy which is) 


expected to influence the shopper 
at the point of sale is display of 
cards in meat departments instead 
of canned goods sections. Cranberry 
Canners, Inc., has had its entire 
field organization concentrating on 
this phase of the campaign. Educa- 
tional material for store clerks is 
also expected to create good will. 


Volume Up, Prices Down 


In the early 20’s, when advertis- 
ing of cranberry sauce first appeared 
on a limited scale, demand was 
small and the standard price was 25 
cents. With advertising emphasiz- 
ing the ease of preparing the food 
accessory, sales gained steadily and 
the pace was maintained even dur- 
ing years which were characterized 
both by lean business and short 
cranberry crops. With the increase 
in volume, the association insisted 
that the public be made the bene- 
ficiary of higher profits by reduced 
prices, and the current tariff is only 
about one-half of that which for- 
merly was necessary. Quality has 
also been consistently maintained. 

The current magazine list includes 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s, Pictorial Review 
and This Week. Radio is being used 
in a small way. The agency is 
Harry M. Frost Company, Boston. 


I2 


—THat ZACHARY TAYLOR, 
NEVER VOTED 


AGENCY BIRTHDAY 


Si a 


Some of the scenes marking the 30th 
anniversary of Gardner Advertising Co., 
St. Louis. Above, H. S. Gardner hap- 
pily predicts that the future of advertis- 
ing will be even more brilliant than its 
past. Lower left, Toastmaster Marshutz 
gets another congratulatory message. 
Center, Leigh Crosby is either camera 
shy or blushing at a story. Right, Jerry 
Kircher, copy chief, beams. 


Ad Club Calls 
Pari-Mutuels 
Legalized Robbery 


Springfield, Mass., Oct. 11—Strong 
resolutions against legalization of 
racing in Massachusetts were 
adopted by the Advertising Club of 
Springfield here last week on the 
ground that pari-mutuel betting ex- 
ercises a baleful influence on pur- 
chasing power. The question will 
be an issue at the coming state elec- 
tion and Herbert F. King, new 
president, took the position that an 
advertising group can oppose the 
evils which come in the wake of 
horse racing. 

The resolutions passed by the club 
spoke of the “sport of kings” in 
scathing terms, saying that pari- 
mutuel wagering causes a general 
shrinkage in employment and the 
business of the community, and is 
little less than legalized robbery 
considering heavy taxes and “take.” 


PRESIDENT, 


STATE RANKS 


THIRD 


IN HIS LIFE 2 


—WPTF's nome 


RALEIGH, N.C. 


5,000 WATTS-CLEAR CHANNEL 
FREE & PETERS, INC., NATL REPRESENTATIVES 


Getting 


2 SNS 


R. B. Donnelly, associate a. m., General Foods Corporation, played 
host at the recent anniversary party for Mary Margaret McBride, 
General Foods radio commentator, presenting the artist with a cake 
and an armful of flowers to mark the completion of the first year of 
the CBS daytime show. Others present included George Bryson, 
account executive, Young & Rubicam; Carol Irwin, Y & R production 
dept., and Ted Wick, CBS producer... 


Oliver Shaw, foreign s. m., Mennen Company, has just returned 
from a five-month trip through South America, Central America, 
Mexico, and Cuba. He spent two months in the Argentine, reorganiz- 
ing the Mennen business, and is particularly enthusiastic about 1939 
business prospects in that country... 


Emerson Low, account executive, Gotham Advertising Company, 
is spending two months in Hawaii, having sailed from San Francisco 
Oct. 12 for Honolulu. .. Lorimer B. Slocum, account executive, J. M. 
Mathes, Inc., played host to his fellow executives at the agency at 
lunch and golf. Ted Okie walked off with low net honors, and Doug 
Hathaway had low gross... 


"TIME" PUBLISHER IS ENTERTAINED 


sd g + ee Rae a 


Pleasant group surrounds Ralph McA. Ingersoll, Time, at reception staged during 


the Boston Conference on Distribution. Left to right, Major H. L. Harris, United 
Fruit Company; Mr. Ingersoll; R. D. Northrop, Boston agency man; Shedd Vanden- 
berg, of Life; and William K. Jackson, United Fruit Company. 


Broadway columnists have it that Bob Knott, son of Wm. J. Knott, 
the hotel man, will marry Dorothy Aylesworth, 19-year old daughter 
of M. H. Aylesworth, publisher, N. Y. World-Telegram, and former 
NBC prexy. . . Frank Mason, v. p., NBC, will be the guest speaker 
at the Oct. 19 meeting of the Baltimore Advertising Club... 


Keith Higgins, NBC station relations mgr., and Ed Spencer, N. Y. 


mgr., George P. Hollingbery Company, newspaper rep., have returned 
from sick leave. . 


Participants in a symposium at one of the Newcomb lectures in 
New York on how an agency works were Robt. S. Trowbridge, Newell- 
Emmett Company; Lynn B. Clarke, Kenyon & Eckhardt; Sherman 
Pratt, Sherman K. Ellis & Co.; Dean Uptegrove, Alley & Richards Com- 
pany; Charles Ickrath and George S. Fowler, Newell-Emmett, and 
R. H. Leding, Lord & Thomas... J. E. Graham, secretary and treas- 
urer, Market Research Corporation of America, is again teaching a 
course in market analysis at CCNY... 


The New York staff of Esquire staged a bachelor party for Dick 
Deems, a member of the sales staff who is on the brink of matrimony. 
We can’t quote the menu prepared for the affairs, but it was a honey. 
Ask Esquire’s Don Fuller about it. Other staff members present in- 
cluded John Miller and Al Reinitz. . . 


Granville M. Fillmore, Eastern a. m., Modern Machine Shop, 
is a proud papa for the second time. . . Everything happens at once 
to Henry Luce’s talented wife, Clare Boothe Luce. Busy as only the 
author of a new hit play can be, Mrs. Luce learned of the destruction 
of her plantation near Charleston during the hurricane, and of her pop’s 
nomination for Congress from Connecticut—all in the same day... . 


The Authors Club of Hollywood presented Don E. Gilman, v. p., 
NBC, with a plaque in recognition of “colossal modesty in premiering 
NBC’s Hollywood Radio City without Hollywood fanfare, kleig lights, 
pretty girls, and vice-presidents’ speeches.” . . 


Stanley Hubbard, president and g. m., KSTP, was elected to the 
board of directors of the Minneapolis Better Business Bureau last 
week. . . Jack Gregson, assistant production mgr. of KDYL, Salt Lake 
City, has joined the ranks of the benedicts. . . 


D. M. Thornburgh, CBS v. p., and Jack Dolph, assistant g. m. of 
Columbia Pacific network, personally escorted wartime buddies 
through the new CBS Hollywood studios during the Legion conven- 
tion. Thornburgh was a captain in the artillery and Dolph a lieu- 
tenant of the Motor Transport corps. . . 


Cupid won a decision over Ford Sibley, of the Los Angeles office 
of Lord & Thomas. He flew to Washington, D. C., to marry Ruth 
Doyle. . . Raymond R. Morgan, head of Raymond R. Morgan Com- 
pany, Hollywood, is taking his first vacation in four years, and it 
will be followed by his semi-annual swing around the country in the 
interests of the company... 


Among the successful applicants to pass the Massachusetts bar 
examination was Harold J. Krensky, of the Boston American and 
Record advertising staff. . . 


Spencer Franc, art director of Henri, Hurst & McDonald, Chicago, 
is popular with Bloom Township high school students as a result of 
the lecture he gave there last week on “Art in Advertising.”. . . 


Herbert Ss. Waters, department store executive and president of 
the Advertising Club of Newark, N. J., is making his debut in poli- 
tics. He is the new Republican campaign manager for Essex county... 


Marking completion of 25 years of service, John Clifford, a. m., 
Eaton Company, Montreal store, was presented with a gold watch 


a couple of weeks ago and is now a member of the Eaton Quarter 
Century Club... 


Personal 
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Trane Company 4 
Sponsors Ferebee 
Golf Marathon 


| La Crosse, Wis., Oct. 12.—Th,¢ 
| Trane Company, manufacturer 
air conditioning equipment, ang 
sponsor of the golf marathon sy¢. 
|cessfully completed by J. Smith 
Ferebee, Chicago broker, feels tha; 
its strange excursion was worth the 
cost. 

Traveling in the “Trane of the 
Air,” an air conditioned plane, espe. 
cially charted for the purpose, the 
party flew from Los Angeles to the 
World’s Fair grounds in New Yor, 
with Ferebee playing 600 holes of 
golf in four days in eight cities, 

Making the trip with Ferebes 
were Reuben N. Trane, president 
of the Trane Company; Fred Peder. 
son, publicity counsel for Trane 
and Norbert Downey. ‘ 

In each city the Trane crew dis. 
tributed toy airplanes which em. 
phasized its distribution methods 
with the legend, “Buy air condition. 
ing through your architect, engineer, 
contractor.” It also secured a bit 
of publicity by distribution of golf 
balls bearing the phrase, “Trane of 
the Air,” as well as the full name 
of Ferebee. 

Thousands of broadsides describ. 
ing the company’s participation jp 
the event were mailed to architects. 
engineers and contractors. Trane 
branches arranged for luncheons at 
the golf clubs where Ferebee per. 
formed, members of the building 
trades being guests. 

When Ferebee played 144 holes 
of golf in Chicago in one day t 
win a bet, he was overwhelmed 
with commercial offers. On advice 
of a friend and advertising man, he 
rejected all of them for a few days, 
but later succumbed to the urge 
His present plans are undetermined 


Last Edition for 
“Worcester Post” 


The Worcester Evening Post, Wor- 
cester, Mass., printed its final edi- 
tion Oct. 1, ending a 47-year career 
The late Eugene A. Moriarty started 
the paper and continued with it un- 
til he died. It was then taken over 


terest to Winfield A. Schuster, of 
East Douglas, Mass., May 1, 1937. 

Assets of the Post were purchased 
by the Worcester Gazette and Tele- 
gram. The property will be liqui- 
dated. 


Sixty Chains Participate 

Nation-wide promotion of nation- 
ally advertised products to be staged 
Nov. 5-12 by the five-and-ten cent 
chains will have the support of # 
companies operating 6,000 stores 
Chain Store Age, New York, & 
sponsoring the promotion. 


Three Name Wood 


Tillman Survey and the Harding 
Uniform & Regalia Company @ 
Boston, and Peckett’s - on - Suga 
Hill, Franconia, N. H., have apr 
pointed Wood Brown & Wood, Bot 
ton, as advertising agency. 


THE GREAT 


IN THE 
CHAIN 
VARIETY STORE 


by James H. Fahey who sold his in- | 
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"ADVERTISING AGE — 


Continues to be the Spearhead 
of Our Campaign” 


Three years ago—in the September 30, 1935 issue—Farm 
Journal, under the direction of its new publisher, dynamic Gra- 


ADVERTISING AGE 


“Since we propose to continue to make news, so we propose 

to continue to use Advertising Age for the purpose of making 

that news visible to the advertising world. . . . Advertising Age 
continues to be the spear-head of our campaign in the advertising 

Since that day the quick-moving, news-creating Farm Journal 

has told its story to the advertising field in full-page space in 


Advertising Age every other week without a break. And now 
Publisher Patterson says: 


ham Patterson, ran its first advertisement in Advertising Age. 


trade press.” 


Read Graham Patterson’s remarkable letter carefully. It tells 
the interesting story of the rejuvenated Farm Journal, setting a 
new farm paper formula which has attracted readers and adver- 


tisers, and it tells the story of consistent, intelligent and effective a 
advertising in the one paper best equipped to “make news visible 
to the advertising world.” 

Farm Journal has made adyertising news in the past three 
years, and Advertising Age has done an outstanding job of getting 
the story of that news over to the men Farm Journal wants to sell. 
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....CUT YOUR DEAD-LINE 
CORNERS BY CONVENIENT 
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EXPRESS 


Speed your halftones, mats, stereos, 
electros — anything, everything — 
direct from your door to their desti- 
nation and save on production time 
Fast, through 
express train routing — or nation- 
wide AIR EXPRESS, 2500 miles over- 
night, with prompt, receipted deliv- 


at no extra charge. 


eries at no extra cost in all cities and 
principal towns. Low rates. High econ- 
omy. Merely a phone call brings this 
at-your-elbow service that you can't 
get anywhere else. Remember, it's 
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Power Company, died last week in 
Greenwich, Conn., of pneumonia. 
He was 43 years of age. Prior to 
joining Petroleum Heat, he was as- 
sociated with Williams Oil-O-Matic 
Heating Corporation, Bloomington 
Ill. 


DENNIS HARRISON DEAD 
Chicago, Oct. 11.—Dennis J. Har- 
rison, advertising manager of the 
New World, Catholic weekly, died 
Thursday in St. Francis hospital, 
Evanston. He was with the New 
World for 20 years, the last 10 as 
advertising manager. He leaves a 
widow and three children. 


SPALDING PASSES 

Springfield, Mass., Oct. 11.— Dr. 
Charles F. Spalding, 79, advertising 
manager of the Springfield Daily 
News, died here Friday after a brief 
illness. He was a graduate of Co- 
lumbia Medical College in Ohio and 
gave up his medical practice to go 
into newspaper work. 


DILLON DEAD 


Knoxville, Tenn., Oct. 11.—Edwin 
L.. J. Dillon, 42, promotion manager 
of the Knoxville Journal, died at his 
home here of a heart ailment. A 
veteran in the advertising field, he 
joined the Journal in 1936. 


JORDAN DIES 


New York, Oct. 11.—Frederick F. 
Jordan, formerly vice-president of 
The Ralph H. Jones Company, died 
at his home yesterday in Wilton, 
Conn. He was 46 years old. 


Bromberg Adds Katz 

Seymour L. Katz has resigned as 
advertising manager of the Long 
Island Daily Advocate to join Brom- 
berg Advertising Agency, Brooklyn, 
as account executive. 


Account to Meldrum 
Jannison-Wright 
ledo, has 
Fewsmith, 
vertising. 


Company, To- 
appointed Meldrum & 
Toledo, to direct its ad- 


’ | one-sixth 


to secure diffusion of the traffic ex- 
pected from the 1939 World’s Fair in 
New York City. The total state 
appropriation for the fair is $3,000,- 
000, and the founders of the new 
organization believe that at least 
of that sum should be 
made available for advertising. 
The association, comprised of 
hotels, chambers of commerce and 
other business organizations, repre- 
sents chiefly areas somewhat remote 
from the metropolis. It will bring 
pressure to bear on the 1939 legisla- 
ture to increase the state appropria- 
tion in view of the major potentiali- 
ties offered by the fair. 

Another possibility is that the 
new association may create its own 
advertising fund to be used to in- 
duce visitors to the fair to visit 
other cities before shaking the dust 
of New York from their feet. Sen- 
timent constantly swings back to 
the fact, however, that New York, 
richest state in the union in many 
respects, is niggardly in providing 


mation Bureau reported today. The 
current total was 262,102 as com- 
pared with 308,011 in 1937. The de- 


The name of the Kansas City 7 


Journal-Post has been changed t 
Kansas City Journal, 
S McPherson as president and pub- 


with Orvill ' 


si . > Se or li lisher. Russell H. Miles has bee! | 
ere ystems a named vice-president and genera|) | 


manager. 


Other farm paper groups, cur- 


rently reporting September linage, 
likewise showed declines. Semi- 
monthlies carried 89,316 lines, a 
drop of 13.9 per cent from the Sep- 
tember, 1937, total of 103,724. 
Bi-weeklies declined 27.3 per cent, 
carrying 232,313 lines this year as 
compared with 319,777 in 1937. 
Weeklies reported 71,642 lines, a 


the funds with which to capitalize 
its resources. 


New Agency Network 
Formed in Chicago 


National Advertising and Promo- 
tion Group, a network composed of 
newer advertising agencies located 
in key marketing centers of the 
United States, has been organized, 
with Mason Barlow, of Mason Bar- 
low & Associates, Chicago, as head 
of the group. 

Membership invitations have been 
issued to 30 agencies, and the official 
roster will be released early in No- 
vember. 


To “Traffic World” 


Emil G. Stankey has 
advertising staff of The Traffic 
World, Chicago. He was formerly 


with Inland Printer and National 
Petroleum News. 


joined the 


Lloyd Joins V WNEW 


Gordon Lloyd, formerly with Sta- 
tion WINS, has joined the sales de- 


partment of WNEW, New York. 


INS 


it be cream, or men, or hotels, outstanding 
performance is given top ranking. Few 
hotels in the world hold as prominent a 
place as the Stevens. To experienced world 
travelers, “The Stevens” 


cream of American hospitality, a tradi- 


tion of excellence without extravagance. 


OTTO K. EITEL, Managing Director 
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Retailers Listen 
as CBS Plays 
Symphonic Tunes 


New York, Oct. 13.—The eight- 
old Sunday afternoon broad- 


year ‘ r 
cast of the New York Philharmonic 
Orehestra, a sustaining feature 
since its radio debut, will turn 


distribution” when the program is 
resumed over a nation-wide Colum- 
bia Broadcasting System network 
Oct. 23, if present plans materialize. 

Retailers in major cities through- 
out the country are expected to 
take over the show in a $1,000,000 
deal with CBS, following response 
to a private audition last Tuesday 
when a “capsule version” of the 


commercial as “the radio voice of 


program was piped to 108 CBS sta-| 


tions by a telephone hook-up. 

Leading merchants listened to the 
private trial broadcast and their re- 
action was highly favorable. 
but the deal will probably be sealed 
within a few days. Seven leading 
department stores in New York and 
Brooklyn have already promised 
their support. 

CBS officials report that upwards 
of 70 telegrams were received 
shortly after the Tuesday broad- 
east, the majority favoring adop- 
tion of the program as the voice of 
retailing. The cost to each retailer 
would range up to $200 a week, de- 
pending upon the number of spon- 


/ MASCULINE DEPORTMENT 


re eee 


Carstairs Poses 
Teaser Questions 
in New Sales Drive 


New York, Oct. 11.—Striking out 
anew after having undergone a re- 
cent reorganization, Carstairs Broth- 
ers Distilling Company this week 
launched a teaser campaign in six 
local newspapers preparatory to 
using weekly inserjions of 1,000 
lines in this market thereafter. 


“Are your shoes always shined?” 
and, as a clincher, “Are You the 
Man Who Cares?” 

Drawings by James Montgomery 
Flagg will feature the main cam- 
paign. The product to be given 
chief emphasis is 1788, a blended 
whisky. Advertising is now ap- 
pearing in Atlantic seaboard states 
as far as South Carolina. Distribu- 
tion efforts are being made in the 
Middle West, but no advertising has 
appeared there to date. Lennen & 
Mitchell has the account. 


West to Kircher 


West Electric Hair Curler Corpo- 
ration, Philadelphia, has named Al- 
bert Kircher Company, Philadel- 
phia, as advertising counsel. S. M. 
Edmiston, Jr., is account executive. 


Two Appoint Bayard 


Town’s Hats, Inc., New York, 
men’s hats, and Quality Photo lab- 
oratories, New York, have appoint- 
ed Bayard Advertising Service, 
New York, to handle their accounts. 


No | 
contracts have been signed to date, | 


be “The 
| Carstairs.” 


distillery in newspapers. 


sors in each community. 

The National Retail Dry Goods 
Association will not be the official 
sponsor, although -many _ stores 
promising support are members of 
the group. Saul Cohn, president, 
declared that the association was 
approached by CBS, and that he felt 
the plan was sufficiently merito- 
rious to pass on to other merchants 
for their consideration. 


Touring Seen as 
Biggest Industry 
Within Few Years 


Chicago, Oct. 13.—Tourism, now 
America’s third largest industry, ac- 
counting for between four and a half 
and five billion dollars in expendi- 
tures during 1937, may very likely 
the biggest industry in the 
within a few years, Joe H. 
Thompson, director, Conoco Travel 
Bureau, told the Chicago Federated 
Advertising Club yesterday. 

All indications point to shorter 
working hours and more leisure, 
plus growing expenditures for pub- 
lic works, including highways, and 
these two factors, combined with 
the American’s passion for moving 
about, indicate increasing auto- 
mobile tourist travel ,he said. 

Tourist business this year will be 
approximately 20 per cent off from 
the 1937 peak, Mr. Thompson said, 
attributing much of this decline to 
the postponement of long trips this 
year in favor of visits to either the 
New York or San Francisco fairs 
next year. 


become 
country 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


A human interest theme will be 
used throughout. 
Man Who Cares Says: 

Teaser 
One of the teaser ads used by Carstairs |SPace posed such questions as “Are 
;you cheerful in the morning?” and | Coast representative. 


The slogan will 


copy in small pointed Don Harway 


INFLUENCES CALLS AT COLNTER—IN AREA OF 10 MILLION POPLLATION— 


testing——-meetings at women’s clubs. 


ALES increases that have made records—radio 

response reaching new high marks—have caused 
some of America’s largest companies selling through 
| grocery stores to turn to a unique plan of Food- 
Merchandising in the Chicago market. 
| The power of radio in influencing the consumer 
has now been harnessed to a merchandising machine 
which guarantees dealer display, promotes dealer 
push, and has obtained distribution of numerous 
foods in the large volume outlets of Chicago. 


An unusual condition exists in the Chicago grocery 
store field today. Approximately 18% of the dry 
grocery products sold in the Chicago market are 
distributed by 110 stores—most of which are of the 
Super Market type. 


FEATURE FOODS Merchandising Representatives 
have called upon these stores every five weeks for 
344 years. Some of the newer ones we have watched 
grow and helped to grow. Many of these outlets 
give favored consideration and excellent store co- 
operation to products advertised on the FEATURE 
FOODS program. 


For a manufacturer who has distribution with these 
stores. the FEATURE FOODS Division of WLS is 


tiply sales many times 
facturer. 


For a manufacturer whose distribution is incom- 


im * 


Trying out ideas on live groups 


Plan includes calls on trade—display_tie-ups 


able to arrange special Store Promotions which mul- 
at no extra cost to the manu- 


plete, new and important outlets can be opened, 
and the dealers in them can be induced to actively 
push the product. 


food-selling and premium- 


MARTHA CRANE and HELEN JOYCE 


America’s leading saleswomen of foods backed by cast of nationally famous radio entertainers. 


Testing food at a club meeting 


Another part of our service is in getting display 
cooperation from 1000 other Independent Stores, 
which do an additional 16% of the total grocery 
volume in Chicago. Thus, through the FEATURE 
FOODS Plan, you can with these two groups influ- 
ence 34% of your potential in Chicago. 


Plans for promotional tie-ups with corporate chains 
in Chicago now being made. 


The FEATURE FOODS Service embraces: (1) Ra- 
dio Advertising on WLS, a 50,000 watt station which 
covers 10.1% of U. S. grocery potential, (2) Calls 
on the trade, (3) Placement of store Display Mate- 
rial, (4) Circular Advertising, (5) Demonstrations 
Weekly at Women’s Club Meetings. 


This is not an experimental plan. It has been in 
successful operation since January 1935—serving 
such food manufacturers as Bird’s Eye Frosted 


Foods, Spry, SeotTowels, B&M Baked Beans, Rap- 


THe PRAIRIE FARMER STATION 
(Chicago) Glenn Snyder, Manager 


Burridge D. Butler, President 


“Rock Products” Appoints 
Rock Products, Chicago, has ap- 

& Co., 

Francisco and Los Angeles, as West 


To “American Home” 


Alice B. Day, formerly copywriter 
for John Wanamaker, New York, 
has been appointed assistant to the 
advertising manager of American 
Home, New York. 


San 


NOW YOU CAN USE 


The Show That Pulled More Proof-of-Purchase Mail on 
WLS than any other in One Entire Year 


The Most Unique Food Merchandising Operation in Grocery Product 
History—the FEATURE FOODS Program returns to WLS 


Swings the Influence of 
PUBLIC DEMAND 


ON 110 SUPER MARKETS- 
1000 LARGE VOLUME INDEPENDENTS—AND 2400 CHAIN STORES 


Martha Crane Helen Joyce 


inwax, Ma Brown Pickles & Preserves, Pillsbury’s 
Pancake Flour, Brer Rabbit Molasses, etc. 


The FEATURE FOODS Operation has set new, all- 
time high records for sales increases and mail re- 
sponse on Station WLS. The new 50,000 watt high 
fidelity WLS transmitter—soon ready—will greatly 
increase the signal strength of FEATURE FOODS 
broadcasts through- 
out the entire area. 
The dynamo of the 
FEATURE FOODS 
Plan is the half- 
hour, six-day-a-week 
broadcast on WLS, 
featuring Martha 
Crane and Helen 
Joyce, who are the 
Voice of Authority 
on Foods and 
Homemaking Prob- 
lems in this area. 


Their supporting 
cast of musical en- 
tertainment in- 
cludes nationally 
known entertainers 
heard on coast to 
coast NBC network 
programs orig- : 
inated by WLS. FEATURE FOODS is ready 
again on WLS to make the Chicago area your 
lowest inquiry-cost radio market—to multiply 
movement of goods through grocery channels, 
with a plan that batters down selling cost. 


Mass displays in super- 
markets 


Cost of the service is moderate and is employed 
successfully by concerns with and without large 
sales organizations. If you have a representa- 
tive in Chicago, we will be glad to call on 
him, and give him the complete details. Or 
just drop us a line and we will send you fur: 
ther information by mail. 
tising agency. 


Or ask your adver- 
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SEPTEMBER SALES OF CHAIN STORES 


September, September, % Gain 9 
Company 1938 1937 or Loss 
Edison Stores .$ 2,360,769 $ 2,486,223 —5.1 > 
Grant, W. T 7,653,030 7,817,043 —2.1 
Green, H. L 2,513,318 2,638,369 —4.7 
Kresge, 8S. S 11,742,120 12,096,783 —2.9 
Kress, S. H 6,178,519 6,931,461 —10.9 
*Kroger Groc. & Baking Co. 16,567,572 17,941,225 —8.0 1 
Lerner Stores .....cecscccoes 2,740,474 2,969,968 —7.7 
McCrory Stores 2,954,869 3,107,874 —4.9 
McLellan Store , 1,740,779 1,788,953 —2.6 
{Melville Shoe Corporation. . 3,623,783 3,802,255 —4.6 
Murphy, G. C. 3,307,847 3,334,332 —0.7 
Neisner Bros. 1,685,663 1,828,583 -7.8 
Newberry, J. J 3,926,900 4,063,594 —3.3 
Penney, J. C... 22,381,487 24,803,483 9.7 1 
Peoples Drug Stores.. 1,710,975 1,774,769 —3.6 
§Safeway Stores 28,840,184 31,683,983 —8.9 2 
Schiff Company 1,370,470 1,499,432 —8.6 
tSears, Roebuck & Co 49,814,818 54,758,329 -9.0 3 
Spiegel, Inc. 4,851,514 5,649,811 —14,1 
Walgreen Company 5,608,027 5,702,328 —1.6 
Ward, Montgomery & Co 38,555,611 37,458,815 +-2.9 2 
Western Auto Supply Co 3,173,000 3,320,000 -4.4 
Woolworth, F. W 23,491,410 24,270,088 —3.2 2 
Total . .$246,793,139 $261,727,701 5.7 $1,9 


*Covers four and 36-week periods ended Sept. 10. 


§Covers four and 40-week periods ended Oct, 1. 


{Covers four and 40-week periods ended Sept. 
tCovers four and 36-week periods ended Oct. 


24. 
8. 


Months 9 Months % Gain 
1938 1937 or Loss 
17,542,709 $ 17,433,302 + 0.6 
61,722,550 65,414,158 —5.6 
20,586,425 22,608,991 —8.9 
96,846,180 104,135,417 —7.0 
54,318,518 58,744,105 —7.5 
57,787,924 172,721,037 —9.0 
25,460,832 28,591,979 —10.8 
26,585,147 27,598,596 —3.6 
12,915,222 13,662,051 —5.4 
26,824,052 29,107,959 —7.8 
27,562,235 28,591,815 —3.6 
13,237,863 15,385,362 3.9 
32,008,065 33,718,058 —5.0 
65,005,885 180,282,930 — 
15,589,201 16,286,237 —4.2 
81,067,306 293,288,700 — ® | 
8,864,444 9,793,517 —9.5 
45,472,100 386,344,207 —10.6 
32,422,215 35,916,833 —9.7 
48,894,156 49,828,360 —1.9 
83,838,344 293,541,703 -3.4 
25,142,000 26,465,000 —5.0 
01,846,137 205,662,024 —1.8 
81,549,510 $2,115,122,341 —§.3 


Co-op Expansion Speeds 
Promotion Tempo 


Kansas City, Oct. 13.—Invasion 
of new fields, expansion of mem- 
bership with special regard to city 
dwellers, and a quickened promo- 
tion tempo were presented as new 
projects of the Cooperative League 
of the U. S. A. at its 11th biennial 
congress in the Municipal Audi- 
torium here today. Only the style 
realm will be avoided for the pres- 


ent, President James P. Warbasse 
said in outlining the expansion 
drive. The new plan for present- 


ing both educational and merchan- 
dising messages in every advertise- 
ment was explained by Secretary 
E. R. Bowen. 

Mr. Warbasse quoted figures on 
volume which indicated that the 
consumer cooperative has already 
“arrived” in this country, particu- 
larly in rural sections. The Coop- 
erative League now embraces 1,770 
societies, with an aggregate mem- 
bership of 965,000, who buy 
$100,000,000 worth of goods a 
year. Including families of mem- 
bers, the total membership is esti- 
mated at 2,000,000 and annual ex- 
penditures as high as $600,000,000. 

Principal items now handled are 
petroleum products, insurance, 
foodstuffs and farm supplies. The 
newest development lies in the field 
of health protection through em- 
ployment of preventive medicine, 
and in groceries, which offer the 
greatest savings to members be- 
cause of sheer volume. 


Discovery by Farmers 


“The consumers’ cooperative 
movement in this country is strong- 
est in rural areas,” said Mr. War- 
basse. “The farmer formerly 
thought of himself as a producer 


TRIBLING 


LAYOUT + LETTERING + ILLUSTRATION + RETOUCHING 
520 NORTH MICHIGAN AVENUE + DELAWARE 4855 


interested in high prices for his 
products. He has discovered that 
he is, instead, a consumer who can 
benefit chiefly in lower prices for 
everything he consumes. He is now 
reaching into towns and cities with 
his cooperative society, and invit- 
ing the urban worker to join him 
in increasing buying power. 

“Cooperatives neither ask nor ex- 
pect government subsidies, though 
it should be admitted that the pres- 
ent United States government has 
given more practical assistance to 
cooperative societies than all of the 
preceding ones combined.” 

Mr. Warbasse concluded with an 
exposition of plans for a coop- 
erative banking system. The co- 
operatives’ money, lying in private 
banks, is now being used to finance 
their competitors, he asserted. The 
proposed new financial chain would 
be independent and non-political, 
making cooperatives’ funds avail- 
able for expansion of their funda- 
mental idea. 

Mr. Bowen said that the public 
interest in cooperatives has become 
so keen that demand for addresses 
on forum platforms exceeds the 
supply. National radio programs 
are averaging one a month, and lo- 


cal radio programs are heard al- 
most daily. 
Must Sell Idea 
While exploitation thus far has 


been chiefly of the publicity va- 
riety, more aggressive advertising 
is held an essential feature of the 
program. Considerable emphasis is 
placed on inculcating the coopera- 
tive idea in the youth of the land. 
Some public and _ private high 
schools and colleges are teaching 
the subject to some extent. 

Mr. Bowen said that national leg- 
islation has been detrimental to the 
movement in driving a wedge. be- 
tween rural and urban consumers. 

“We are all consumers under the 
skin, no matter where we live,” he 
asserted in explaining plans to open 
a Washington office where inimical 
legislation may be forestalled. He 


5-7% Decline in 
September Sales 
For 23 Chains 


New York, Oct. 13.— September 
sales of 23 major chain store organ- 
izations totaled $246,793,139, ac- 
cording to reports today to ADVER- 
TISING AGE. This is a decline of 5.7 
per cent from the September, 1937, 
total of $261,727,701 for these stores. 

The cumulative total for the 
group was $1,981,549,510, a decline 
of 6.3 per cent from the 1937 total 
of $2,115,122,341. 

Montgomery Ward & Co. was the 
only chain to show a gain for the 
month, scoring an increase of 2.9 
per cent. In the cumulative totals, 
Edison Stores was similarly unique, 
holding to an 0.6 per cent over last 
year. 

Among those whose September 
declines were minor were G. C., 
Murphy, 0.7 per cent; Walgreen, 1.6 
per cent, and Grant, 2.1 per cent. 
Figures for the individual chains 
are shown in the above table. 


also said that a union with labor 
is greatly to be desired. 

“We still look longingly toward 
the time when labor groups will be- 
gin active organization of their 
members in cooperatives, as farm- 
ers did after 1920, and office work- 
ers began doing after 1929,” he 
said. “Eventually labor will per- 
ceive that it is more important to 
reduce prices than to raise wages. 
The labor committee of the Coop- 
erative League has conducted a 
highly successful Institute on Or- 
ganized Labor and Consumers’ 
Cooperation and other similar 
courses will be arranged. 

“Cooperative advertising should 
carry cooperative educational mes- 
sages as well as descriptions of 
products and prices. Whether we 
use one or all of the five major 
kinds of advertising—display of 
products, direct mail, press and 
radio, pictorial or souvenir—it 
should be injected with cooperative 
idealism as well as commercial in- 
formation.” 

Mr. Bowen urged bridging the 
gap between farm and family sup- 


—————_ 


1 
The rates for this department are as follows: a 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ang ( 

“Representatives Available,” 30 cents a line, minimum charge $1. Terms 


cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


insertions. 


HELP WANTED 


Write for descriptive folder describing discounts for term 


% in., $2.75; 1 to 3 ip, é 


COPYWRITER AND ADVERTISING 
DEPARTMENT ASSISTANT 
Old established Chicago scien- 
tific book publisher has opening 
for well-educated advertising 
beginner who can write sales 
letters and advertising pieces. 
Must be capable of assuming 
department duties. Layout abil- 
ity an asset. Modest starting 
salary. Write fully, giving age, 
nationality, schooling, writing 


experience, past and present 
connections. Submit samples 
of work if possible. Strictly 
confidential. Address: 


Box 1545, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


POSITIONS WANTED . 
TYPIST (BILLING - STATISTICAL) 
60-65 W.P.M. RAPID FILING, STR. I 


NOGRAPHER; DIVERSIFIED kEx. 
PERIENCE, $16-20. 

Box 1549, ADVERTISING AGE, N, y 
Radio Production Man—3 yrs. station 
work; yrs. ag’y radio; 2 yrs. copy 
exp. with large agency. Young, md J 
with customary honesty, ambition sf 
character, Can announce, produce 
write copy. Prefer station work 
Box 1547, ADVERTISING AGE, Che 


> 


REPRESENTATIVES AVAILA BLE 


RADIO DIRECTOR—Here's 


just what you've been 
searching for—capable as- 
sistant and efficient secre- 
tary—attractive and  cul- 
tured young lady possess- 
ing poise, tact, good judg- 
ment, musical and dramatic 


background, publishing and 
radio experience. Splendid 
references. 


sox 1543, ADVERTISING AGE, N. Y. 


I wish to seek a position with reliable 


| Bulgaria, Canada 
i has received 


firm as advertising artist. Can do 
layouts, lettering, displays for con- 
ventions, ete. Also mechanically in- 
clined. Tel. Newcastle 3670. Call be- 
fore 9 a. m., 

Young editor-copywriter seeks open- 
ing with publication agency. Degree. 
Plenty of ideas here. 

Box 1546, ADVERTISING AGE, Chgo. 


Eixp’d capable business college xrad., 
desires stenographic-secretarial posi- 
tion, 


Box 1548, ADVERTISING AGE, Chgo. 


plies, gasoline and groceries, ani- 
mal feed and human food. Widen- 
ing the products sold by consumers’ 
cooperatives will automatically 
broaden the movement by bringing 
women and children more actively 
within their benefits. 

The outstanding development in 
the commodity field within the last 
two years, Mr. Bowen said, has 
been establishment of a grocery de- 
partment by a regional petroleum 
cooperative and the expansion of 
two city regional cooperatives into 
grocery lines. The parent organiza- 
tion will pay special attention to 
development of groceries in the fu- 
ture. 

Insurance of all varieties is now 
being sold by cooperatives, the as- 
sertion being made that the cost of 
ordinary life policies has been re- 
duced 17 per cent. The casualty 
field has also been successfully 
handled. 


Howard A. Cowden, president of | Henry Allison, Photographic Illus 


the North Kansas City Consumers 
Cooperative Association, said that 
international transactions between 
cooperatives of this country 
those abroad are becoming com- 
mon. The International Coopera- 
tive Alliance, London, is the chief 
agency for this international trade. 
Serving 143 cooperative federations 
with 70,000,000 individual members 
in 38 countries, it is facilitating 
dealings between members in all 
parts of the globe. 

Mr. Cowden’s own organization 
has been shipping abroad _ since 
1934, sending oils and greases to 
France, Belgium, Scotland, Holland, 
and Estonia. It 
inquiries from Aus- 
tralia and Iceland. Due to tariff re- 
strictions, exchange of goods has 
not always been possible, though 


tea and linens from Scotland. 
“We have given these foreign 


| purchasers the same rate of divi- 


| 


| 
| 
| 


and | 


| 


Advertising salesman; 10 yrs. exp. 

represent you in Chicago, Service ( 

old—sell new accounts ( 

| Box 1544, ADVERTISING AGB, Chgo 

— I 
MISCELLANEOUS 

MAKE EVERY DOLLAR 
count for two! 


| ae 
i 
| 


Newest process reproduces pictoria 
advertising material, booklets, bulle- 
tins, house organs, instruction sheets t 
etc., etc. 4 
NO CUTS NECESSARY 6 I 
500 COPIES (8%x11”) $2.63 1 


Additional hundred copies only 2% 
All sizes supplied. Even lower prices 
to quantity buyers 
Send for samples and free informative 
book, 

Laurel Process, 480 Canal St., N. Y. C, 
A trained salesman will call on re- 
quest, if you are in New York City 
and the Metropolitan Area. Just 

phone WAlker 5-0527. 

YOU CAN USE THEM 
Your business needs these 
business builders. Let us 
how other firms are using 
AD-CARDS to their 
Samples free. 
GRAPHIC ARTS PHOTO SERVICE 

Third & Market, Hamilton, Ohio 


Too! 


wonderful 
show you 
PHOTO 
advantage 


Organize Chicago 


Chapter of Photo 


Illustrators 


Chicago, Oct. 12.—Ten Chicago 
photographic — illustration — studios 
have formed a local chapter of the 
Society of Photographic Illustrators, 
Inc., the organization which was 
launched in New York several 
months ago. 

The group has adopted a code of 
practice designed to standardize the 
buying and selling of photographic 
illustrations, and dealing with such 
specific items as speculation, model 
service, model releases, and general 
operation and services. 

Valentino Sarra has been elected 
vice-president of the national group 
Charles McKinney of Shigeta- 
Wright, Inc., has been named chair- 
man of the Chicago group, and 


trations, Inc., has been elected sec- 
retary-treasurer of the local chap- 
ter. 


Choate to New York 

Rufus Choate, formerly with ®. 
W. Ayer & Son, Philadelphia, has 
joined the staff of Donahue & C0, 
New York. 


—— —— 


IDEAS AND 
METHODS 


Advertising Today! 


Make your advertising more effective. UF 
the information in THE HANDBOOR, - 
ADVERTISING, edited by E. B. Wee 
F. C. Kendall, and C. B. Larrabee. Rod 
teen sections by eighteen specialists. ot 
Powel on Copy, Uptegrove on Art, One 

Testing, and ps mg See brilliant i 
ments of advertising problems, echae 
and principles. Get expert views of appr 


r con 
priations, radio, premiums, typography, 
tests, and other subjects. Weigh “front how 
" 


today, 


‘ Pp ; ints on advertising, what it 1s xp 
dend received by domestic associa-| it’s practiced. Barron's says, “ on 
or 
ions.” 7 ’ , s to-the-minute, and _ significant A sb 
tions,” Mr. Cowden explained. has a finger ‘on the pulse of the buying ned 
Lives up to its title.” Re ee» es 
— book 10 days on approval Just tear Ot 
wl and write your me ddress a0" as 
: ein and mal 
WIRE to Change | ness ‘connection inthe ‘margin and 38H 
: Frank Dickman, McGraw-Hill Book U * days 
Station WIRE, Indianapolis, has| W. 42nd St., New York City. In —_ of 
: . ® i sen &5 us v cents po™* 
placed its national representation — . J re anol “le eas postage 
with the Katz Agency, effective Jan.| orders accompanied by remittance.) sm 
1, 1939. 
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Tribune’ Installs 
New Presses for 


Comic Sections 


Chicago, Oct. 12.—Completion of 
nother step in its eight-year build- 
ing program was announced today 
py the Chicago Tribune when it dis- 
closed that 16 new press units 
would be in operation within the 
next two weeks. These units will 
turn out 1,200,000 Sunday color 
comic sections each week. 

Installation of the units follows 


acquisition of new black presses 
and gives evidence of the increas- 
ing favor accorded color copy by 
advertisers. 

Tribune executives said that the | 
new presses for the comic sections 


| will be the third set used for this 


purpose since 1901. They recalled 
that in that year a nine-roller press 
was installed in the old plant and 


| that its capacity was far above the 


Sunday circulation of 


Tribune’s 


} 199,500. 


An eight unit press was acquired 
in 1927 when each week’s printing 
of the comic sections totaled 1,154,- 
000 copies. In 1933, four more color 


' units were added, making a 12-unit 


bank capable of printing a 12-page 
section with four colors on each 
page. 

The new press unit operates on 
the principle of the horizontal press, 


' rather than vertical, and is geared 
' to turn out 35,000 16-page four- 


color sections per hour. Other re- 
/ finements are the enclosure of all 
shaft ends, gears and bearings in oil 
tight guards. These prevent dust 
and grime from entering the gears, 
insure perfect lubrication and avoid 
oil drips on the floor which make 


§ footing unsafe. 


The units are powered with ten 
| 25-horsepower motors, so arranged 
that the stopping of any one motor 
will not halt the press. 

Another engineering feat is the 
installation of the new unit, with 
) seven others, directly beneath the 
) auditorium of Station WGN. Spe- 

cial techniques have been employed 

to prevent noise and vibration from 
affecting broadcasting instruments 


‘<s. 


" or disturbing studio audiences. The 


units are mounted on laminated 


steel springs and placed between 


pecial steel fulecrums encased in 
rubber. Pressroom foundations are 
separated from the walls and in- 
terior girders of the studio building. 


Wilcox Has New Post 


Armour D. Wilcox, Jr., has re- 
signed from the industrial advertis- 
ing department of Pittsburgh Steel 
Company to become president of 
Allied Display Crafts, Pittsburgh, 
designer and builder of industrial 
and commercial displays and ex- 


hihit 
nidits 


New Post for Spiner 


L. H. Spiner, formerly director of 
sales promotion, advertising and 
merchandising for Shell Petroleum 
Corporation, has been appointed ex- 
*cutive assistant to the president of 
‘he Laclede Gas Light Company, 


St. Le 


"Gocaiked” Adwertining in 
THE MIDWEST 
fARM PAPERS 


6 oy 


I tows 


“Examiner” Merges 
Promotion Activities 


Coordination of editorial, circula- 
tion and advertising promotion 
under the direction of Walter Hecht, 
formerly sales promotion manager, 
has been announced by Harry A. 
Koehler, publisher of the Chicago 
Herald & Examiner. Emil Garger, 
formerly circulation promotion man- 
ager, will also be active in advertis- 
ing promotion under the new setup. 


Mateyo To Teach at NYU 


George Mateyo, of the sales pro- 
motion department of Station WOR, 
New York, has been appointed to 
the faculty of New York University 
School of Commerce as marketing 
instructor. 


“Od” and " Bd” 
Makes Appearance 


No. 3 in Newspaper 


New York, Oct. 11.—The Ameri- 
can Association of Advertising 
Agencies today released the third 
of its series of “Od and Ad” adver- 
tisements, which are being fur- 
nished to 1,200 daily newspapers in 
a campaign to tell how advertising 
benefits business and consumers. 

The latest copy is entitled: “The 
Story of Od and Ad and the Auto- 
mobile.” Like the two which pre- 
ceded it, the copy tells how “Ad” 
uses advertising for its true value 


to his customers and himself, while 
“Od” overlooks it and loses out. 

F. R. Gamble, executive secretary 
of the Four A’s, announced that the 
first copy, released June 16, has 
been run in 165 morning papers, 
825 evening papers and 70 Sunday 
editions. It has been re-run by 184 
papers. Tear sheets of the second 
insertion, released July 25, are still 
being received at the association’s 
office and indications are that it re- 
ceived about the same circulation 
as the first. 


Hotel Appoints Agency 
Vanderbilt Hotel, New York, has 

appointed Needham & Grohmann, 

New York, as its advertising agency. 
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Adolph 


2001 CALUMET AVENUE e 


F. Buechele, President « 


Phone: CALumet 4137 e 


must be backed up by more than intention. Experience, skilled 
craftsmanship, the ability to produce quality under pressure, as 
well as under normal conditions, sound management—these 
are the things that make promises good. You can buy them 


with confidence and at a reasonable price from “Rogers.” 


OGERS ENGRAVING COMPANY 


Patman to Share 
ABP Spotlight with 
Chain Defender 


New York, Oct. 13.—Representa- 
tive Wright Patman of Texas, spon- 
sor of the widely discussed bill to 
impose heavy taxes on chain stores, 
will appear as one of two featured 
speakers at a special dinner meeting 
of the Associated Business Papers 
and National Conference of Busi- 
ness Paper Editors at the Union 
League Club, Chicago, Oct. 19. The 
other speaker will be Godfrey M. 
Lebhar, president and editor of 
Chain Store Age. 


“Get the boss! Mr. Buyer is raising Cain about that set of 4-color 
S.E.P. Plates!” ... How often have you been on the sending 
end of the telephone in such a situation? After all, trouble in 
the engraving plant, misinterpreted instructions, broken nega- 
tives, ‘‘make-overs’—or anything else—don't clear up the mess 


when a closing date is “on top” of you. A promise of delivery 


Master Craftsmen of Photo-Engraving 


CHICAGO, ILLINOIS 
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Banner Campaign 


to Mark 40th 
RCA Anniversary 


Camden, N. J., Oct. 12.—One of | 
the most extensive advertising and 
sales promotion programs ever 
launched by the RCA Manufactur- 
ing Company is planned for the 
balance of 1938 to celebrate the 40th 
anniversary of RCA Victor. Maga- 
zine, radio and cooperative news- 
paper promotion, together with nu- 
merous point-of-sale tie-ups, will 
be used. 

Forty-eight advertisements, many 
of them full pages in color, will 
appear in 23 national magazines be- 
ginning late this month. Newspapers 
and radio will also be used. The 
featured product will be the anni- 
versary model Victrola, called 
U-125, selling for $165, including 
membership in the Victor Record 
Society and $9 worth of records. 
Dealers have been authorized to 
offer a $40 trade-in allowance for 
any radio or phonograph turned in 
on the new model. 


Seek Ancient Instruments 


Another feature of the promotion 


Index of Retail Activity in 7 


Retail Linage 
Off 12.7% from 
Same 1937 Week 


Chicago, Oct. 14.—Retailers’ use 
of display space in newspapers dur- 
ing the week ended Oct. 8 was 12.7 
per cent under the corresponding 
week of last year, according to the 


er 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


9 Important 


ADVERTISING AGE Index of Retail 
Activity. 

All newspapers in the 79 impor- 
tant markets included in this Index 


| Showed a total of 21,091,092 lines 


for the week against 24,153,867 lines 
for the compared week of last year, 
a loss of 3,062,775 lines. 

For the first 41 weeks of this year 
through the date reported, news- 
papers in the Index cities showed a 
total of 710,535,259 lines, a decline 
of 90,463,518 lines or 11.3 per cent 
under the 800,998,777 line total for 
the comparable period of 


cline is 7.3 per cent. 

The New England section of the 
country is still pulling itself out 
from under the effects of its recent 
terrific storm and any study of this 
Index should take that point into 
consideration. 

Percentage of variation from 1937 
levels for each weekly period of this | 


is an “oldest Victrola contest.’”” RCA 
will pay 20 cash prizes of $250 each 
to owners of the instruments built 
from 1906 to 1925. The oldest model 
from each of the 20 years will earn 
the award for its owner. Dealers 
will supply entry blanks, and those 
forwarding winning entries will re- 
ceive prizes of $250 in merchandise. 

The magazine schedule includes: 
American, American Home, Ameri- 
can Mercury, Atlantic, Better Homes 
& Gardens, Collier’s, Cosmopolitan, 
Esquire, Forum, Harpers, Judge, 
Life, Nation, National Geographic, 
Newsweek, The New Yorker, Par- 
ents’ Magazine, Radio Guide, The 
Saturday Evening Post, Scribner’s 
Magazine, Stage, Time and Town 
and Country. 


SAVE MONEY 
SAVE TIME 
Stop at the 


LEXINGTON 


Save money—You can get a 
large, delightful room with 
radio, combination tub and 
shower, circulating ice water 
for as little as $3.50 a day. 


Save time—The Lexington is 
centrally located—four short 
blocks from the Grand Cen- 
tral Station. Convenient to 
Park Avenue and the Fifth 
Avenue shopping district. 


year are shown in the table follow- 
ing: 


Jan. 1 oo... eee. esvioe oe 
BO De i snvesinarives sae wae 
i | re ef | 
SOM. BB cciscssrveccccrsecce = B)] 
PO TP sewiidwesesacedeodasa - 7.2 
Feb. 5 7.4 
PEE. 6% pose nenesdasads — 7.7 
NIM i sisted wre ho p48 0-4 Ace 6.8 | 
Se rr —11.4 


March 5 
March 12 
March 19 
March 26 


vi 2 re — 0.9 
ES rae ee eee - 5.3 
i) re — 9.8 


April 23 
April 30 


Individual linage figures for each 
city included in this Index are 
shown in the tabulation adjoining 
this column. 


1937. | 
Compared with 1936, this year’s de- | 


41-Week 

Period 

Ended 

City Oct. 10, 1936 

{Akron, O. .. seb uae 12,718,071 
BOCOOGR. PE occ csences 5,052,171 
Ree SO oneenscces 11,561,368 
saltimore, Md. ........ 17,018,049 
sirmingham, Ala. ..... 9,180,738 


15,978,971 

7,261,756 
3,046,414 

3,206,296 
> 
; 


3,899,994 


I 

I 

Boston, Mass. ....... 

Bridgeport, Conn : 

lt. a Ae Saree 13 

Camden, N. J. 

Cedar Rapids, Ia....... 
y 


Chattanooga, Tenn 5,291,610 
Chicago, Ill. .......... 23,460,093 
Coes, Gs nck savsen 13,035,435 
| A) Pere ee 15,482,626 
hoe Oh. se dukcecca- dxaniee 
i RS haa ees ewe 15,693,128 
DEFECT, GC. wataceses .. 10,494,726 
Bi a 3: *. ere 8,031,253 
| Des Moines, Ia. 1,972,662 
boo ee 16,683,932 
a Pee, TOM cceaveesdé oF 44RROS 
Oe eee 5,602,614 
Evansville, Ind. ....... 10,084,788 
Fall River, Mass. ..... 2,722,013 
3. UT See eee 7,024,682 
Fort Wayne, Ind. 8,909,810 
Giary, Ind rare 1,770,516 
Grand Rapids, Mich. .. 7,268,576 
Greenville, S.C. ..... 1,690,889 
Cie TS . .: 11,428,188 
Indianapolis, Ind. ..... 13,882,643 
Jacksonville, Fla. eos C226 078 
Jersey City, N. J 1,849,766 
Kansas City, Kans ; 1,908,529 
Knoxville, Tenn 7 

Little Rock, Ark 7 


Los Angeles, Cal. 
Louisville, Ky. 


Lynn, Mass ; ere 7,907,858 
| Manchester, N. H 2,745,107 
| Memphis, Tenn. ....... 8,740,400 
Milwaukee, Wis. . ocd ERR 
Minneapolis, Minn 11,717,640 
New Bedford, Mass 2,592,624 
New Haven, Conn 7,066,024 
New Orleans, La. . . 15,263,476 
tNew York, N. Y....... 50,172,796 
tBrooklyn, N. Y. .. 5,331,165 
Norfolk, Va ex . 7,565,266 
Git 3 A >) eee 6,065,339 


Oklahoma City, Okla 
Peoria, Il 


8 | ~ 

_. Se SPEC erect —12.3 | Philadelphia, Pa, ...... 29'442.389 
gh, SETTLE tee -14.8 | Phoenix, Ariz. see (5,817,826 
May 21 ........ccccec cece. 143 | °*Pittsburgh, Pa....... 18,121,124 
E e | Portland, Ore. . ee oe 9,512,655 
— ma Sed CCERBOT OeRS OOOO % - 142] ttProvidence, R. I ... 10,548,285 
‘ mw WH pecesceseovesecsesar _ “ Reading, Pa. ....... 7 7,400,246 
PE EE bch adeactwiveseces —14.9 | Richmond, Va. ........ 10,530,168 
June 18 ..........0.. mB] Beer ae rare 
: a ‘9 | Rock Island-Moline.... 6,651,954 
June 25 eseeceeoeeeseeoeeeeese —16.9 Sac ramento, Cal. —_ : 6,928,037 
SE W. beveudevdstewscsesc —14.6 | San Antonio, Tex, ... 5,098,702 
OE We sbcivoscnnccesaciea —14.4| San Diego, Cal.. 2. 11,109,090 
July 16 .... —13.0 | ttSan Francisco, Cal 12,389,992 
- = ae Seattle, Wash 7,847,278 
July BD iscsccesevcssccnees —13.9 |} South Bend, Ind. ...... 6,890,143 
a —13.3 | Spokane, Wash. ....... 5,852,431 
BE SEE vewhdaaedoakenaaned —13.1 | St. Louis, Mo. .. + 14,211,075 
Aug. 13............... —13.5 |} St. Paul, Minn. . : 10,180,821 
— ees a . | Svracuse, N.Y... .. 9,328,072 

Aug. 20 Coeeeeeeeeeneeeneees —12.4 | *Tacoma Wash os 4988553 
a, —13.1 | Tampa, Fla. ..++ 4,570,220 
_. a SPPePrerereeee rr rie —11.9 | Toronto, Ont., Can. .... 15,727,023 
> q | Troy, N. Y . 8,077,732 
BP secesenwsdcsesdveus — 8.3 | : etal eden 
Sent 17 cs Tulsa, Okla, eos €,911,945 
Bee ar, SOS RR AHAES TRON OEESS —*6 | Washington, D.C. ..... 29,126,811 
Be WO sec ivsvevesesenvces — 9.2 | Worcester, Mass. ... 9,328,924 
a Sere errr err ee —15.5 | Youngstown, O. ....... 7,204,579 
Oct. 8 Coe ee eee eer eeseesese —12.7 Total . F 734,911,782 


tBrooklyn Times-Union discontinued 


*Dailvy Ledger discontinued June 23, 


Advertising Women | 
to Start Classes 


The tenth annual survey course 


| in advertising for women, sponsored 


by Advertising Women of New|! 
York, Inc., will open Oct. 17 at the 


DINE « DANCE +» ROMANCE 
IN THE FAMOUS 


ee p 
An authentic Hawaiian setting, 
that has “taken New York by 


storm.” Famous orchestras play 
nightly for dancing. 


HOTEL 
LEXINGTON, 


Lexington Avenue at 48th St. 
NEW YORK CITY 
Charles E. Rochester, 
Managing Director 


New York Herald Tribune Confer- 
ence Room 

Among the speakers to partici- | 
pate in the course, comprising 25| 
sessions, are Frank Lovejoy, Soc- 
ony-Vacuum Oil Company: Fred R 
Gamble, American Association of | 
Advertising Agencies; Archibald M. 
Crossley, president, Crossley, Inc.;| 
stine & Osborn; John P. Cunnying- 
ham, Newell- Emmett Company: 
Paul Hollister, R. H. Macy & Co.: 
| William E. Haskell, New York Her- 
ald Tribune, and Harry Bercovich, 
\J Stirling Getchell, Inc 
ae 
Forms New Agency 

Edmund L. Judson, Jr., formerly 
| with H. L. Winer Special Agency, 
New York, has opened his own of- 


ifices at 545 Fifth avenue, New 
| York, under the name _ Judson 
Juhass Special Agency, Inc. The 


j}new company will 


handle foreign 
language advertising. 


Carl Williams, Batten, Barton, Dur- | bureau. 


‘Akron Times-Press discontinued Aug 
tNew York American discontinued June 24, 1937. 


ttProvidence Tribune discontinued May 
1936 and 19837 not included in grand totals 


§Journal and Sunday American discontinued June 8, 1937 


**No Pittsburgh evening or Sunday papers published from June 17, 1988, to Ju 


ttLocal strike affecting retail linage 


Grocers Protest 
U. S. Entry 
Into Retailing 


(Continued from Page 1) 


FSCC might use funds allocated 
from customs receipts,” said the 
| Tribune story from its Washington 
“Whether the 
iproducts would be distributed 
|\through regular market channels or 
government controlled stores has 
not been determined, the Secretary 
| said. 
| “Apparently the plan would ap- 
ply to cotton, pork, fruits, vege- 
jtables, milk and butter, but not 
|wheat. Wallace said it would cover 
commodities for which demand is 
elastic. Low prices, he said, would 
not cause any large increase in the 
amount of wheat used, because 
people can eat only so much bread. 
“There is no doubt,’ he 


subsidized | 


added, 


TORONTO! 
MONTREAL 


% Gain % Gain 
41-Week 41-Week or Loss or Loss 
Period Period 1938 1938 Week Week “% Gai 
Ended Ended over over Ended Ended 01 
Oct. 9, 1937 Oct. &. 1938 1936 1937 Oct. 9,1937 Oct. 8,1938 Loge 
13,173,661 | 27.1 —29.6 324,954 227,178 7 
5,479,110 16.4 — $2.9 159,096 109,865 —3( 
12.197.812 3.6 —~—1.8 365,890 327,992 ~1{ 
17,845,177 — 6.9 511,828 531,193 
10,030,664 9,767,506 + 6.4 —2.6 297,159 252,644 4 
15,763,457 14,687,789 ~—8,1 -6.8 589,247 592,400 
7,820,016 6,907,396 -4.9 24.7 219,800 226,184 2 
14,524,228 12,524,864 4.0 —13.8 $41,644 383,180 1? 
3,200,199 2,931,469 8.6 —R8.4 95,473 99,139 ' 
4,069,044 3.698.828 5.2 mf j 110,810 98,126 1 
4.999.569 $,US3, 982 —7.5 —2.1 123,306 131,936 1.7 
25.797.491 23,677,545 + 0.9 —=8,2 782,519 665,466 14 
13,726,586 11,762,466 —9.8 14.3 407,138 374,522 =" 
16,838,932 13,617,899 12.1 —19.1 507,990 416,144 18.] 
(txeharxe , 324,506 257,384 26.7 
16,777,091 23,906 15 5.1 452,872 412,702 Tr 
12,156,132 3,154 —6.7 —19.4 370,706 270,368 27 
8.258.070 5,282 16.4 ~i8:F 227,850 155,163 3 
5,106,041 922 —0.6 3.2 135,815 127,688 6, 
17.548.856 522 18.5 22.5 523,348 409,650 21.7 
kshmhiian POFTE eae 199,962 188,650  —53 
7,236,786 6,882,018 + 22.8 —4.9 205,618 203,924 ~0.8 
9,995,833 9,543,640 —5.4 4.5 294,154 239,288 18,7 
2.761.924 2,476,589 9.0 —10.3 86,496 71,172 17.7 
7,197,176 5,520,116 21.4 —23.3 231,644 192,990 ~16.7 
9,320,203 8,230,943 7.6 11.7 282,699 228,998 19. 
5,747,124 4,305,652 9.8 25.1 151,819 98,816 34.9 
8,212,954 6,683,806 8.1 18.6 287,042 210,784 26.4 
5,328,122 5,043,936 + 7.5 —5.3 175,700 163,583 —§.4 
12,848,052 12,858,924 14995 +01 339,878 320,544 6.7 
14.660.315 12,290,784 mm 1.5 16.2 $46,516 375,760 15.9 
7,252,322 6,877,636 + 2.4 5.2 184,506 189,042 195 
1,819,894 L5S88,582 —14,1 12.7 54,026 43,286 19.9 
2.095.680 2,190,657 14.8 + 4.5 57,687 54,712 5 
7.994.768 7,807,735 + 2.3 2.3 238,628 210,182 11 
7,407,232 7,137,684 2 3.6 197,848 166,376 5 
20,277,952 18,149,042 10.5 559,533 526,795 5 
12,480,553 10,942,353 as 12.3 367,923 321,080 12.7 
7.831.390 6,088,262 22.9 22.3 207,102 180,152 13 
2 898.856 2,833,864 + 3.2 2.3 89,090 73,146 17 
9,503,188 S802. 248 0.7 7.4 95.004 _ 262.178 11.4 
13,662,907 11,610,561 0.9 15.0 $64,293 301,785 35. +] 
11,637,034 10,425,336 11.0 10.4 374,074 298,769 -20 ee 
2,682,806 2,416,778 —6.8 9.9 71,526 60,592 —} 5. 
7,457,218 7,039,508 0.4 —5.6 206,332 204,120 ] 
15,846,211 14,576,758 1.5 $0 476.064. 470,103 , 
51,203,364 $5,214,420 —.9 —11.7 1,682,824 1,460,498 
5,135,343 3,823,358 28.3 25.6 120,299 96,509 19.8 
7,554,554 7,218,330 ~4.6 —4.5 210,924 192,752 8 ( 
6,136,291 689,591 ~—6§.2 § 174.623 202,982 1¢ - 
9,731,470 9,254,328 5.0 —4.8 283,262 227,906 
9,155,490 7,926,994 7.8 13.4 295,438 229,411 
23,464,911 20,373,747 9.2 —13.2 781,605 757,447 
»,663,364 5,945,028 + 2.2 + 4.9 159,334 156,086 ( 
19,707,632 15.420.384 14.9 —21.8 590,856 451,346 
10,196,916 9,198,198 —3.3 9.8 271,558 242,270 
Se  % . Cee wit Soa $$ /iead eh 
8,556,918 7,329,637 ——{).9 —14.4 263,550 232,750 1] 
10,432,940 9,381,162 10.9 9.1 304,374 284,060 i 
13,857,498 11,088,610 —23.3 —20.0 347.435 323,873 f ( 
7,231,803 6,674,878 + 0.3 i 222,362 183,442 17 
6,945,327 6,221,283 —10.2 10.4 185,822 174,384 — 
5,154,564 4,928,172 —3.4 4.4 143,803 124,101 13.7 
11,162,264 OY ROG A94 10.9 —11.3 209.638 264,416 14.6 
12.630,732 11,703,728 —5.5 —7.3 360,569 288,925 19.9 
8,147,692 7,483,459 ey 8.2 216,972 235,550 + § 
7,422,212 5.485.265 20.4 26.1 214,230 149,081 30.4 
6,151,152 5,680,654 —2.9 7.7 155,148 141,064 -9 : 
5,089,570 13.649,500 —3.9 9.6 $39,655 374,125 14 
9,610,020 8.811.056 —13.5 —8.3 280,73 214,144 23 
9,234,895 8,179,717 Tt 274,638 221.412 19.4 
4,974,440 4,679, 388 6.2 5.9 176,890 155,288 12 . 
4,780,262 1.651.540 +-1.8 2.7 111,216 115,668 4 
15,236,111 13,531,260 —13.9 gm | 23,127 395,774 —f ( 
3,326,645 3.125.234 + 1.5 6.1 97.944 74.676 23 
7.645.086 7.100.552 10.3 7a 193.970 178,010 8 
°29.169,026 26,603,259 —R8.7 &.8 851,840 859,977 v 
9,616,670 8.676 a7 0 9.8 287.917 198,773 31 I 
7,204,969 5.732,27 20.4 —20.4 203,304 158.641 21.9 er 
800,998,777 710,535,259 —%7.3 11.3 24,153,867 21,091,092 121 
98 1938 »: 
June 8, 1937 
1937 
1, 1938. Due to storm and flood, figures for week not available. Figures fer 
ne 25, 1938, due to strike. 
| 
| ‘that they could eat more fruits, | business executives, their employes 
vegetables and dairy products.’ ” and commercial students. T. Ralp® 
snnaeins : Bennett, head of the agency, is the 
| instructor. 
‘Name for Export Copy = 
1. . —_" P | 
oreig eile — 
Bur ag ~ tone a" ~ptond prywied 
} eau, New ork, Nas een ap- "Ss 
pointed to handle all overseas ad- FRANK H. YOUNG uRSsE 
vertising for Seagram Distillers ADVERTISING LAYOUT co 
Corporation, Calvert Distillers Cor- | AT HOME 
poration, and Carstairs Brothers | advertising needs and amply 
Distilling Company of New York. | rewards. trained, able layout 
: . : nen ow 0 1 rs time 
|Daniel C. Koufherr is account wherever you are, you can 
. nae heres study under supervision of 
executive. Mr Young internationally 
eecunennpenneen recognized authority A prac 
tleal course. based on sulivaie A 
Bennett Sponsors C i Z| 
e e ors ourse Academy of Art. Indorsed | ' wsaie 
“ = / advertising executives, art directors ; = 
Under joint sponsorship of Ben- | and professionals in ‘advertising art, printin® 
nett Advertising Agency, Columbia, | {ic ty Seely Ypout , brinciples 
S. C., and Columbia Commercial | itr te ‘or free details 
College, a course in advertising ART 
merchandising and _ salesmanship AMERICAN ACADEMY | OF 
amas ‘ te! . : . Young, Dire 
has been started in Columbia for | Dept. C-108, 25 E. Rs Bivd., Chicas® " 
ities : | 
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ADVERTISING AGE 


October 17, 1938 


INDEPENDENTS' NEW BATTLE CRY 


Patman Looses Blast — 
at Chains 
as Druggists Cheer 


(Continued from Page 1) 


state chains, and allows a chain to ARRANGED ESPECIALLY 
operate as many as 500 stores within 
the boundaries of a single state. It 
gives them two years to dissolve 
the remainder. 


of the 


PATMAN’S WRIGHT 
“FIGHT THE CHAINS MIGHT” 


TUNE; Three Blind Mice 


FORTIETH ANNUAL CONVENTION 


NATIONAL ASSOCIATION 
OF RETAIL DRUGGISTS 


FOR THE 


Parodies and Ar:angement 


Representative Patman asserted . 7 e 
that the lower prices claimed by 
chains are a delusion, and that in 
cases, at least, are made 
possible only by short weights. 
While he said that the personal 
integrity of the Hartford brothers, 
owners of A & P, is above reproach, 
he charged them with institution of 
a system which forces employes to 
defraud the public in order to hold Se 
Under this method, he 3 
asserted, store managers are 
charged with the full retail value 


some 


their jobs. 


cluding perishable goods, so that it 
is impossible for them to deliver 
full measure to the public and have 
their accounts balance. This system 
has been generally adopted by 
chains, he said. 

In some short weight cases in 6 . 
the District of Columbia, he said,|ployes. The latter would readily 
the advantage was invariably in|find employment in independent 
favor of the chain, no overweight | stores. 
ever being discovered. The only time the chain actually 

His chain tax bill, he asserted, |sells at prices below those charged 
will provide revenue, stimulate em- | by independents is when it is wag- 
ployment, and result in lower prices |ing a war of destruction, the Con- 
as the result of clean competition. | gressman continued. When the com- 
14 “It is right,” he proclaimed, “that | petition has been crushed, chain 
the invader be forced to pay inva- | prices invariably rise. 
sion taxes.” 
11 |attributed to interstate chain oper- 
Case Against Chains ‘ation has been the creation of a 


They ruin the druggist and 


ag 
& 
oN cao) 


—_— 


8. community life, dry up local credit, gets “almost nothing” for his crops. 
62 |) concentrate wealth in a few large | He is at the mercy of a handful 
cities, destroy local business of all |°f buyers,” said the speaker. 
descriptions, including newspapers,| Turning to irony to make his 
crush the aspirations of young peo- |P0ints, Patman spoke at length on 
le, narrow the farmers’ market by the troubles of a chain store heiress 
\.8 monopoly, and create dictatorship and her “no account Count.” If two 
childless brothers are entitled to 
his home town, |W? 4 certain percentage of retail 
ngressman Patman said. chains |>USiness, he said, referring to the 
17.3 inifested a niggardly policy in | Hartfords, then a dozen childless 
131 ntributing to a fund being raised {Brothers would be entitled to all of 
146 by local merchants to bring a new | the retail volume in existence. 

19.9 ndiuetrs | 


117 n business. 
6.7 In Texarkana, 


to the city. In one in- 
an, ance, a chain made a contribution 
ef for publicity purposes, but as son Radio-Press War 
14! as the roll of honor had been 


~ printed, withdrew it. He asserted In San Francisco 
1! 


that they would support no chari- 


project, even the Red Cross Ends Amicably 


“The government was never| San _ Francisco, Oct. 11.—The 
‘Balled on to support indigent citi- | Press-radio war which was threat- 
“yt E228 until the chains began to con- | ned here when the San Francisco 
entrate money and business in New | Examiner removed program listings 

Y said he. He denied that | °f KSFO, local CBS outlet, from the 
lissolution of interstate chains,| Paper, had apparently been com- 
ithin the limits provided by his pletely liquidated this week. . 
ll, would result in any disturb- The bitterness which flared up as 
nee to busheeme ar te ‘ele omni” result of radio news coverage of 
pia the European situation had ap- 
parently been settled to the satis- 
faction of everyone by the rein- 
statement of KSFO program listings 
in the Examiner, coupled with the 
publication by that newspaper of 
an apology for the statement it had 
carried over its radio column for 
several days to the effect that cer- 
tain programs were no longer being 


GREATER listed because “they are not ac- 
COVERAGE “UNgtation KSFO states thet its 


IN LOS ANGELES \deviation from logs was strictly in 


the interests of service to its listen- 
ers in connection with the European 
situation,” said the Examiner’s 
| statement, in part. “The listings of 
KSFO are restored without preju- 
dice to either party in the recent 
misunderstanding.” 


3.2 
L4 table 


Than the largest daily newspaper 


Every Wednesday and Sat- 
Uday Los Angeles Down 
Town Shopping News puts 
your message before 405,- 
000 families in the Los 
Angeles trade area. ONLY 
LOS ANGELES DOWN 
TOWN SHOPPING 
NEWS reaches them all! 


LOS ANGELES DOWN TOWN 


SHOPPING NEWS 


South Hope Street, Los Angeles 


| debe 
Ringer Gets Three 


| Dr. Hiss Classified Shoes, Los An- 
geles, has appointed Lee Ringer, 
Advertising, Los Angeles, to direct 
| the advertising of its retail and 
| manufacturing divisions. George S. 
Bailey Hat Company and Kingsley 
Gold Stamp Machine Company have 
named Ringer to handle campaigns 
| in consumer magazines. 


160 North LaSalle Street—Franklin 4777 
—SSSSS 


1 Three Blind Mice! Three Blind Mice! 
See how they run! See how they run! 
They all chased after the farmer's wife. 
She cut off their tails with a carving knife, 


Did ever you see such a sight in your life, 
. As Three Blind Mice? 


2 Big chain stores! Small chain stores! 

Take away dough — where does it go? 

Our people soon will cast off their chains 

Be free a-gain if they'll use their brains 

Goodbye to the chains with their ill-gotten gains— 
Good Bye Chain Stores! 


Patman’s Wright! In his fight! 
Congress will say — (his) law is OK. 
His bill will pass just as sure as fate 
The big chains no longer will be so 


ngiies : s ‘ Small business will be saved before its too late 
of all merchandise delivered, in- Patman's Wright! 


4 Chains must go! We all know! 
They're on the run! War has begun! 


Let's chop off their graft with the chain-tax knife 
Could there be a happier sight in aad life 
Than when chains go 


One of the most baleful effects | 


Interstate chains, he said, destroy buying monopoly, so that the farmer | 


by S.P. Dal 


ruin his wife, 


Tell Public of 


Social Services: 
Francisco to Chains 


(Continued from Page 1) 


‘asserting that big business is not 
only against the government but 
that it is also entrenched against the 
public welfare. 

“The hope for the solution of this 
problem,” he said, “lies in making 
people understand it and in making 
the system work better. 

“It is not enough to produce 
goods at low cost. It is not enough 
to develop social service. The pub- 
lic must be told of this.” 

Business can be crucified by a 
militant minority, he asserted, be- 
cause it has not told its story. “Pol- 
iticians are brokers of ideas. They 
champion what they think the peo- 
ple want. 

“A minority group, if it makes 
enough noise, can sound like public 
opinion. So today we have legis- 
lation by pressure groups. We have 
laws to raise prices, laws to tax 
efficient businesses as a subsidy to 
the inefficient, crusades by one 
group to legislate or tax their com- 
petitors out of existence. All these 
things soak the poor, unorganized 
consumer. 


Remedy: Correct Mistakes 


| “The remedy lies not in surren- 
|dering our basic formula, but in 
| first finding and correcting our mis- 
takes and then taking the public 
into our confidence.” 

The chain stores, Mr. Francisco 
|}said, suffer not only from world- 
wide confusion, but also from the 
criticism of all big business and 
finally from criticism of chain stores 
in particular. The attack on big 
| business in general, he added, is the 
one needing the most attention. 

“The remedy for the chain store,” 
he commented, “lies in finding and 
correcting any mistakes and then 
telling its story of accomplishment 
to the politicians’ boss—the public. 
“When people really understand 
that their interests and those of 
business are inseparable they will 
intercede on the side of business. I 
have never known the public to go 
wrong when it had both sides of 
the story.” 


Begin at Home 


Recalling the chain stores’ fight 
against a destructive California tax, 
he suggested that chain stores begin 
their public relations program in 
their own organizations. 

Employe attitude he held of prime 
importance. Telling the story to 
special groups, he suggested’ as a 


5 Beat the chains! Down the chains! 


We've had enough! Stop all their bluff! 

We'll push to put thru the chain tax bill 

There's no one will work more than druggists will 

We hope that we'll give ‘em lot more than their fill 
Let's beat the chains! 


John Dar-gavel! John Dar-gavel! 

He leads the way .. into the fray! 

For drug-gists he takes the wear and tear 

Aggressive — progressive — and always square 

There's no other leader more fearless or fair 
Than John Dar-gavel! 


Make it law! Make it law! 

Pass the chain bill! Push the chain bill! 

When Congress knows all the actual facts 

They'll sure the bill for the chain store tax 

The chains then will feel the old swinging axe 
Let's Make it law! 


Break up chains! Break up chains! 

Cloge up the doors - - of the chain stores! 

They yelp about their “e-ffic-iency” 

Their money leaves the communi 

They take extra money from both you and me 
Break Up the chains! 


Chains are doomed! Chains are doomed! 

Give ‘em the axe! Pass the chain tax! 

The chain store way means monopoly 

With owners that mostly are “ab-sen-tee” 

That's NOT by a jug-full the way it should be 
It Should not be! 


Gro-cer-ies! Gro-cer-ies! 

From coast to coast! That WAS their boast! 

Two Child-less brothers now print their roars 

They want growing babies within their doors 

To drink lots of milk from their grocery stores 
From Coast to coast! 


Bar-bar-a! Bar-bar-a! 

Ot (the) five and dime! Spends all her time 

To tie herself up to foreign counts 

And throw away money in great amounts 

She loves to spend millions on no account counts 
From (the) Five and dime! 


Drugs for sale! Drugs for sale! 

Where should you buy? What should you buy? 

Your corner druggist will treat you right 

He's ready to serve you both day and night 

Community ~——- You'll find are all right 
THAT'S Where to buy! 


second step, with general publicity 
as the third move. 


Paid Copy Essential 


Use of paid advertising is essen- 
tial in the public relations program, 
he declared. Again referring to the 
California campaign, he explained 
that the original intention had been 
to use publicity exclusively but that 
this had been changed as the drive 
progressed. 

“We found that publicity could 
not be controlled,’ he said. “The 
important thing in a campaign like 
this is to pick out one or two 
things, then to repeat them again 
and again. This couldn’t be done 
with publicity alone.” 

These campaigns he said, can be 


| effectively directed at the “‘undecid- 
ed” segment of the public, rather 
than at those who are already 
lined up against the chains. A re- 
cent survey in Colorado, where a 
chain store tax referendum is to 
be voted on in November, disclosed 
that 30 per cent favor the tax on 
chain stores; 26 per cent oppose it 
and 44 per cent are as yet unde- 
cided. 

It is this last group, Mr. Fran- 
cisco remarked, that is likely to in- 
fluence the final decision. Aroused 
by the clamor of the “militant min- 
ority” they can vote for the tax on 
chains; or, if persuaded through a 
comprehensive educational cam- 
paign that their interests and those 
of the chains are identical, they can 
add their votes to those already 
against the tax. 


Five Stations Added 
to World Transcription 


Five more stations have been 
added to the spot radio network of 
the World Transcription System, 
bringing the total to 36. 

The new affiliates are WTIC, 
Hartford, Conn.; WSFA, Montgom- 
ery, Ala; and the Arizona network, 
consisting of KOY, Phoenix, KGAR, 
Tucson, and KSUN, Bisbee-Douglas. 


NNPA Enrolls New 
Member 


Kenneth J. McKean, promotion 
manager of the Times - Herald, 
Olean, N. Y., has been admitted to 
the membership of the National 
Newspaper Promotion Association. 


Lefton for Butter 


Al Paul Lefton Company, New 
York, has been named to handle 
advertising of Hotel Bar butter, 
product of Frederick F. Lowenfels 
& Son, New York. 


FIRST 


The FIRST weekly alcoholic beverage trade paper 
to be recognized by the C. C. A. 


BEVERAGE RETAILER WEEKLY 


1819 Broadway, New York, N. Y. 
ClIrele 6-8181-2-3-4 


PRINTING 


Now...more 


You’d 
look to 


than ever... 


better 
Quality / 


We’ve all had our run of commonplace 
work. We’ve all learned a few things. 
There can be no substitute in adver- 
tising for quality. The advertising 
firms that have kept their standards 
up are the ones that have gone ahead. 
So to be sure of the finest work use 
Faithorn COMPLETE SERVICE for your 
advertising production requirements— 
ad-setting, engraving and printing—all 
under one roof. This means a definite 
saving of TIME, ENERGY and MONEY, 
without sacrificing quality. Let’s get to- 
gether. Write, or phone Wabash 7820. 


Kaithorn Corporation 


AD-SETTING - 


ENGRAVING - 


PRINTING 


504 Sherman Street, Phone Wabash 7820 
CHICAGO, ILL. 


A Comprehensive, Complete Day and Night 
Service for Advertisers and 
Advertising Agencies 
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30 ADVERTISING AGE 


October 17, 1933 


RE SALES PO 
R THE MONEY! 


total daily average net paid circulation during September 


THE LARGEST DAILY CIRCULATION 
IN CHICAGO TRIBUNE HISTORY! 


During September, Tribune total net paid daily circulation 
continued its upward climb to set a new high average for any 
month in Tribune history—more than 900,000. 

City and suburban net paid daily circulation likewise topped 
all previous records with an all-time high average of more 
than 725,000. 

Attracting new thousands of readers with a continuously 
improved product, the Tribune for 31 consecutive months has 
registered a gain in total daily circulation over the same month 
in the previous year. For 34 consecutive months Tribune daily 
circulation in Chicago and suburbs has shown a gain over the 
same month in the previous year. 

Through the Tribune the advertiser can address Chicago's 
largest constant audience. The Tribune now has twice as 
much total daily circulation as any other Chicago newspaper. 

This huge audience turns to the Tribune for its superior 


Chicago Uribune 


THE WORLD'S GREATEST NEWSPAPER 


presentation of the news, for its famous comics, its up-to-the- 
minute features and helpful service departments. It is inter- 
ested in ideas about men and women and events—ideas about 
world affairs, politics, business, health, beauty — everything 
people want to know. 

It is likewise interested in buying ideas—and is accustomed 
to turn to the Tribune for suggestions about practically every- 
thing sold at retail. Chicago department stores, specialty shops, 
retailers as a group, capitalize this shopping habit—and place 
more advertising in the Tribune than in any other Chicago 
newspaper. So do general advertisers. 

Are you taking full advantage of the increased sales power 
which the Tribune is now delivering? Ask your advertisiné 
counsel—or a Tribune representative—to help you plan a pro 
gram of volume-producing advertising built around the Tribune: 

Rates per 100,000 circulation are among the lowest in Americ. 
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PHOTOGRAPHIC REVIEW eye 
OF THE WEEK 


IT'S COFFEE THEY'RE THINKING OF GETS C-E PROMOTION 
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Agency executives listening to Station WGAR's story are: Left to right, 
Allen Billingsley, president, Fuller & Smith & Ross; John Benson, president, 
American Association of Advertising Agencies; A. J. Carpenter, president, Car- 
penter Advertising Company; Kenneth W. Akers, vice-president, Griswold- 
Eshleman Company, and R. M. Alderman, vice-president, McCann-Erickson, Inc. 


CAMPFIRE BURNS BRIGHTLY IN DISPLAY 
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J. W. Millard (left), of Arthur Kudner, Inc., W. F. Williamson, secretary-manager 
S of the Pan-American Coffee Bureau, and G. W. Sharpe (right), chairman of 
Associated Coffee Industries of America, chart the future progress of the Bureau's 
new campaign which was presented to the ACI convention at French Lick, Ind. 


H. M. Stuart, associated with the agency 
ER for 14 years, has been appointed director 


ARTIST AT WORK ON WINNING POST 


of the outdoor department of Campbell- — ; 
, =~ 1 5 a Ewald Company. He succeeds E. M. ~—T a i i , 
vat ~ we } Zuber, now Western manager of the 
National Outdoor Advertising Bureau. An illuminated camp fire features this new Hiram Walker poster for Ten High. 


INTRODUCING THE FOOTLIGHT DISPLAY 
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Borden Company, New York, is experimenting with a new type of window trim, said to occupy only four inches of floor space, 
depth and height. A permanent chrome base is used and lithographed cardboard strips may be inserted and changed when 
desired. The display is angled to hit the eye of the passerby. Snyder & Black, New York, produced the material shown above. 


PUBLISHERS FIND RELAXATION AT SKYTOP MEETING 
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Phil von Phul, winner of the Seattle Advertising and Sales Club's annual advertis- 

ng art and packaging contest, as he worked on the poster for Hirsch-Weis White 

Steg ski togs. The North Pacific Bank Note Company lithographed the poster 
in red and blue for Adolph L. Bloch Advertising Agency, Portland. 
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NEW BID FOR TIRE BUSINESS 
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MOUNTED IN THE FALL AND WINTER LAST LONGER « NOW /S THE SMART TIME TO BUY YOUR TRF Informality was the keynote at last week's convention of the his club is NPA President W. B. Warner, of McCall Corpora- 


National Publishers Association at Skytop, Pa. The camera tion. (Bottom) Marvin Pierce and W. S. Robinson, McCall 

“Serling Rubber Company, Akron, returns to national magazine advertising with caught: (top) Harlan Logan, Scribner's, starting for a pesky Corporation. H. J. Payne, Associated Business Papers, and 
** safety tire that has three patented features. Full pages will be used in drop-shot. The foursome—Fred L. Maguire and James F. MM. D. Hicks, Advertising Age. And finally, W. H. Eaton, ; 
", The Seturday Evening Post and Time. Meldrum & Fewsmith, Cleveland, Barton, American Legion Magazine; H. L. Vonderleith, president and treasurer of Country Life-American Home, : 
is the agency. Financial World; L. F. Hurley, Nation's Business. Resting on surveys the hilly terrain. ; + 
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this question, you have the edi- 
torial secret that has made LIFE the 
most dramatic success in all maga- 
zine history. 


Wiis YOU have the answer to 


And the answer is simple—to get in 
LIFE a girl has to have some legiti- 
mate reason. She must be news. She 
must be a player, even if only in a bit 
part, in the exciting drama that is 
the life of the world today. 


For LIFE created a new kind of pictorial jour- 
nalism—a new journalism in which pictures 
and words are wedded to tell a story, describe 
an event, or develop an essay—a new journal- 
ism in which pictures form the text, and words 
illustrate the pictures! 


To make that clearer, let us show you and 
tell you about some of the girls who have 
gotten into LIFE. 


FROM LIFE'S STORY OF CZECHOSLOVAKIA 
Take this old sausage girl: Her picture is an 
interesting character study in its own right. But 
she got into LIFE because she’s an integral part 
of the most stirring drama in the world today! 
She’s part of the story of Czechoslovakia. Last 
spring LIFE sent two of the world’s leading 
photographers (staff members) into Czechoslo- 
vakia— got exclusive pictures—and gave Amer- 
icans the first accurate picture-word essay on 
that country which ever since has been making 
world history. 


FROM LIFE'S REPORT ON WALKATHONS 

Now take this limp beauty: She is a part of 
LIFE’s essay on that American phenomenon, 
the Walkathon. This, in itself, is not world- 


What does a girl have to do 


to get in [FF 7 


rocking in importance, but it 7s an established 
part of the American scene. And LIFE, as a 
realistic recorder of the American scene, is 
obliged to show the ridiculous as well as the 
sublime. 


FROM LIFE'S HOLLYWOOD NEWS 


Here’s another girl who made LIFE: Not 
just because her figure has a soothing effect 
on the eye, but because she is Danielle Darrieux, 
probably the Hollywood find of the year. (Her 
figure is news in itself because Hollywood had 


seen her only in long, costume Cresses when it 
signed her.) 
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FROM LIFE’S REVIEW OF A NEWS-WORTHY BOOK 


A Parisian lady comes to LIFE—a Parisian 
lady of many years ago. Why? Because a clever 
young American named Elizabeth Hawes wrote 
a penetrating book called “Fashion is Spinach.” 
Mademoiselle Francoise served to illustrate a 
point Miss Hawes made in her book. And a 
book that treats the absorbing subject of fash- 
ion in a completely intelligent way is definitely 
LIFE-worthy. 


Sh 


FROM LIFE’S SCOOP ON THE CHRISTY WAVE 


Pert little Miss Taffy-hair has made the 
grade, too. She was part of LIFE’s scoop on 
the now-famous Christy Hair Wave. LIFE 
discovered Barber Christy in Parker’s Land- 
ing, Pennsylvania . . . recorded his story ... 


FROM LIFC'S FASHION PAGES 


and started a craze that swept the country 
from Bonwit Teller in New York to Bullock’s- 
Wilshire in Los Angeles. 


FROM "LIFE GOES TO A PARTY 


LIFE met this wide-eyed young lady at 4 
party—a party given by New York’s Knicker: 
bocker Greys. LIFE goes to a party or similar 
event each week—frequently one to which few 
are invited and to which the all-seeing eyes of 
LIFE cameras are permitted only because of 
LIFE’s recognized standing as probably the 
most important recorder of the American scent 


FROM LIFE’S “LETTERS TO THE EDITO" 


This clever and attractive young lady serve 
as heroine in a LIFE essay on a feat that has 
helped America stay America—the ability “ 
an intelligent young American couple (she’s ™ 
wife) to live and be happy on $22.50 a week 

7 y 7 

The way these girls have qualified for LIFE 
is indicative of the way any person, obje" 
animal, event, and scene get in LIFE. 7* 
must make sense, must make news, must ® 
form. When they do, LIFE presents them ” 
an entertaining and absorbing way—which ” 
a nutshell, is why LIFE has established its 
as not only the newest, but the most pot” 
editorial force in America. 
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